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The sale that started 
. before she knocked 


.. . because credit was welcomed 


Promoting credit is an excellent business 
builder. Credit sales mean bigger sales. Do 
you make it easy for your customers to 
secure credit? Invite credit applications 
Those who do not justify credit accommoda- 
tions can be screened out by calling your 
local ACBofA credit bureau for Factbilt 
reports. Youll notice the difference in in- 


creased sales right away 


Factbilt reports anywhere through affiliated members of 


Assvciatep Crepit Bureaus of America Ine. 


7000 Chippewa Street 


St. Louis 19, Missouri 
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NEW... an easier, better way for the handling of charge accounts! 


A new highly simplified system of handling accounts receiv- 
able promises to revolutionize accounting procedures... not 
only for medium-sized stores but even for the smallest shops 
that have charge accounts. 

Developed by Remington Rand, this system — SARR 
(*Simplified Accounts Receivable for Retailers) is so utterly 
simple it may be operated without accounting machines or 
highly trained clerks ... yet is the most complete, accurate 
and fastest method of accounting procedures from sale 
through billing. 

Potential savings in time and money are tremendous! 
Posting errors are eliminated. Every account may be visibly 


THE CREDIT 


by Remington. Rand 


indexed and signalled for quick reference and use. Accounts 
receivable adjustment inquiries are reduced. It simplifies 
the whole accounts receivable operation by applying the 
principles of cycle billing without the need for elaborate 
equipment and numerous personnel. It saves its entire cost 
annually —even for small retailers! 

And what's more SARR can be housed in a compact mobile 
insulated cabinet which affords certified point-of-use fire 
protection for vital accounts receivable records. 

Send for new booklet. Illustrated in full color, it shows in 
detail exactly how the system operates. Write Room 1549 
315 Fourth Ave., New York 10—ask for KD814—"“SARR.” 
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tami, Shotida 


Dick Brite, Miami News Bureau 





IAMI, the resort which annually entertains four 

million vacationers, also is the market place for 
millions of people in the Caribbean, and Central and 
South America. Like their neighbors from the North, 
Latin Americans come to Miami on vacation; but they 
also shop for everything from heavy machinery to fine 
clothing and household furnishings. At the same time, 
Miami has become the vast pool from which Latin 
American vacation centers seek to recruit travelers. 

In 1955, more than three-quarters of a million persons 
in international travel were routed through Miami In- 
ternational Airport. The same airport handled more 
than one hundred million pounds of import-export cargo. 
This does not include, of course, the tens of thousands 
of passengers carried to points outside continental United 
States by cruise ships, or the thousands of tons of freight 
moved by steamships to neighboring lands to the south. 

Few persons visiting Miami for the first time are 
aware that the city is the closest point in the United 
States to 98 per cent of all Latin American centers; that 
even northern South America is only six hours’ flying 
time away. Havana, Cuba, and Nassau, Bahamas, are 
less than an hour away, and a round-trip flight costs only 
$36.00. It must be remembered, too, that travel taxes 
on trips to the Caribbean and to Central America now 
have been eliminated. Fifty-two airlines operate through 
Miami International Airport, and only a few are not 
engaged in foreign transportation. Planes bound for the 
Caribbean operate almost like commuter trains from a 
New York terminal. Many are of the shuttle variety. 
A plane will arrive at Port au Prince, Haiti, to dis- 
charge 90 per cent of its passengers. The ship then will 
be refilled and take off for Ciudad Trujillo, Dominican 
Republic; San Juan, Puerto Rico; and Kingston, Ja- 
maica, where the procedure will be repeated. San Juan 
and Ciudad Trujillo are less than four hours distant 
from Miami, and Mexico City is less than five hours 
away. Barranquilla, Colombia, and Caracas, Venezuela, 
are about six hours away. 

If few first visitors are aware of this situation before 
their arrival, they soon discover how easily they may 
extend their vacations in romantic ports along the old 
Spanish Main. There are more travel agents in the 
Miami area than anywhere else in the nation. Several 
offices are available in any given block in the downtown 
section. Others are strategically situated in hotels and 
suburban shopping centers. Resort facilities throughout 
the Caribbean are growing almost as fast as those in 
the Miami area. Hotels are springing up everywhere as 
island governments compete sharply for the dollars of 
vacationing Americans. Many of these are being financed 
or promoted through the airlines serving the areas. 

It is possible, of course, to plan a Miami vacation with 
tours to Latin America in advance. Most of the air- 
lines serving Miami from the north include such added 
tours in their packaged vacation programs. Thousands 
of conventions, expositions, and industrial and business 
conferences scheduled each year in Miami arrange tours 
to Latin America at the conclusion of these meetings, 
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taking advantage of group rates. Conventions also make 
use of the Miami cruise-ship facilities. At least four 
cruise ships will be on regularly scheduled trips through 
the Caribbean in June. Unlike those departing from 
northern ports, they are able to steam directly into 
the Caribbean, without making the usually stormy pas- 
sage past Cape Hatteras. 

The P & O Steamship Company’s SS FLoripa sails 
twice weekly to Havana, and then offers a week-end 
cruise to Nassau. Another ship also will be making 
twice-weekly cruises to Nassau. A second P & O 
vessel and one operated by Eastern Steamship Company 
make ten- to fourteen-day cruises as far south as La- 
Guaira, the port of Caracas, and including the free 
port of Guracao in the Netherlands West Indies. 

A fifth ship, the two-year-old T/V Santa Maria, 
makes monthly sailings to Lisbon, Portugal, by way of 
Bermuda and the Azores. Other trans-Atlantic steam- 
ship lines indicate they expect to make Miami a port 
of call on the southern route. Airlines also are showing 
increasing efforts to develop this route to Europe. Cu- 
bana Airlines, which flies from Miami to Havana, al- 
ready has flights from Havana to Madrid. Pan Ameri- 
can World Airways has made application for schedules 
from Miami to Spain, and Guest Airways reportedly 
plans to revive its route from Mexico City to Madrid 
by way of Miami. 

Aviation authorities insist that with the advent of the 
jet age in aviation, now scheduled for 1958, Miami will 
become the terminus for a greater part of trans-Atlantic 
flights. Jets cannot afford to stack up over an airport 
due to bad weather, they explain, and Miami has an 
average of only one day of fog a year. Within a few 
years, it is concluded, planes will be taking off regularly 
from Paris, London, Amsterdam, and Frankfort for 
New York and Chicago by way of Miami. It is ex- 
pected that this in turn will cause the construction and 
development of Miami’s resort facilities, already more 
concentrated than in any other area in the world. 


Early Summer Fishing 


Fishing is better in early summer. This applies 
whether trolling in the Gulf Stream for sailfish, marlin, 
or other big game; bottom fishing or casting for bone- 
fish off the reefs, or trying for tarpon or snook in the 
streams, or for bass and other fish in the lakes and 
canals. Joe Brooks, angling authority, explains that in 
the early summer fish are hungrier and more active after 
spawning. 

This is also the time when most Miamians go to 
the beaches to swim, or when golf course fairways are 
at their greenest, and exotic tropical flowers show their 
brightest hues. It is in June when the flamboyant poin- 
ciana trees are blooming. South Florida is the only 
section of continental United States where these flame- 
red flowers can be seen. In honor of these trees which 
transform some avenues into bright red rows, the annual 
Royal Poinciana festival during the first week of June 
offers pageantry, concerts, and sports events. 
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- The Stability of the Miami Consumer Market 


John M. Sessions, Senior Vice President, First National Bank of Miami 


T THE TIME of its founding in July, 1896, the 
city of Miami, Florida, was little more than a 
wilderness outpost. Less than a year earlier, the area 
around the mouth of the Miami River counted only a 
handful of scattered residents. During the next few 
years the little community grew slowly. By the end of 
1902, the year The First National Bank was founded, 
the city had a population of slightly less than 2,000 
residents. 

Today, the vast metropolitan area known as Greater 
Miami is made up of nearly 800,000 permanent residents, 
making it the youngest major city in the United States. 
By 1960, according to the most conservative estimates, 
Miami should be the largest city in the South with a 
population of better than 1,000,000. 

Naturally, the question arises as to what effect this 
phenomenal growth has had on the credit industry. 
Many people living outside of Florida are prone to regard 
Miami as a vast playground catering to hundreds of 
thousands of transients the year round. They look upon 
the South Florida economy as one which is supported 
solely by the hotel industry and tourist attractions, while 
the permanent residents of the area are regarded by and 
large as people without deep-rooted ties and the sense of 
responsibility usually associated with long residence. 

Economists tell us that the majority of installment 
borrowing is by people in the middle-income group— 
those earning from $3,000 to $7,500 per year. This 
group consists of 27.1 million families or 53.7 per cent 
of the total families in the United States. In Miami, 
this group constitutes 69 per cent of the total Miami 
market. A substantial percentage of those in this middle- 
income group are comparatively young and have used 
installment credit to establish the standard of living they 
have learned to expect as Americans. Miami, in a very 
real sense, is still an economic frontier and as such has 
attracted a large number of young adults. Nationally, 
30 per cent of the population is between 25 and 44 years 
of age, while in Miami this category comprises 34 per 
cent of the population. 


The following table illustrates 
this point. 


POPULATION AGE GROUPINGS 


METROPOLITAN MIAMI, FLORIDA, AND THE UNITED STATES, 1950 


MIAMI UNITED STATES 

Age Groups % Increase Age Groups % Increase 

(Per Cent) Over1940 (PerCent) Over 1940 
All ages 100 85 100.0 14.5 
Under 5 8 148 10.8 54.9 
5- 9 7 102 8.8 23.9 
10-14 5 34 7.5 3.3 
15 - 24 12 39 14.6 7.6 
25 - 34 17 62 15.7 11.0 
35-44 17 80 14.1 15.9 
45 - 64 25 121 20.2 18.1 
65 and over 9 146 8.2 37.1 

Source: U. S. Department of Commerce-—Bureau of Censu April, 1951. 


This concentration of young adults and middle-income 
families, we think, has been the largest single factor in 
establishing an outstanding repayment record for the 


The First National Bank of Miami entered the 
installment lending field seven years ago. Since that 
time, we have made 110,000 loans totaling more than 
$92,500,000. Over $25,000,000 of installment loans 
were made during 1956, alone. 


area. 


In reality, however, Miami has developed a well- 
rounded, stable economy. In the area of installment 
lending, the Miami consumer has established a repay- 
ment record of which he can be justifiably proud, and 
one which may well be the envy of the entire United 
States. 

At present, we have over 50,000 loans on the books 
totaling more than $25,000,000. Better than 50 per 
cent of this business has been developed through dealers 
who have found our First Credit Plan to their liking. It 
is the policy of this bank to make installment loans for 
any reasonable purpose. To date, items financed range 
all the way from appliances and automobiles to births, 
deaths, swimming pools, heavy equipment, and shrimp 
boats. 

Delinquency is closely followed and analyzed on both 
a fifteen- and a thirty-day basis. In July, 1956, an up- 
surge in delinquency peaked at 55/100 of one per cent. 
This was not indicative of the over-all Miami economy 
at that time nor was it brought about by a lessening of 
credit requirements. Rather it was a problem created 
in our internal organization by the “bleeding off” of 
experienced men from our collection section and promot- 
ing them to other duties in the department. This left 
the bank with new, inexperienced men in the collection 
section who were not capable, at that time, of maintain- 
ing our high standard. By supplementing our collection 
staff with many of the more experienced men in the de- 
partment, this situation was corrected in a short period, 
as can be seen. A valuable lesson was learned, and a 
new policy was adopted, whereby a man assigned to the 
collection section now stays there for a minimum of one 
year and, when changes in personnel are contemplated, a 
replacement is trained before a man is moved out of this 
section. 

The results of this policy have now proved themselves 
and delinquency is at an all-time low. This may be 
evidenced by comparison to delinquency figures for the 
month of January, 1957, recently released by the Ameri- 
can Bankers Association as shown below: 


Loans Delinquent Over 30 Days as a 
Percentage of the Total Number of 
Loans Outstanding 
As of Jan. 31, 1957 


National Average 1.642 
South Atlantic Region 1.287 
The First National Bank of Miami 0.091 


Our own experience with consumer lending in the 
Greater Miami market and this analysis of the middle- 
income group in the area indicate that Greater Miami 
is one of the most stable consumer markets in the entire 
country. wk 
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Promoting Credit Sales 


H. D. JARVIS, Credit Sales Manager, Burdine’s, Miami, Florida 


VERYONE, particularly men and women engaged 
in credit granting or credit promotion, should be 
grateful fer living in a country where there is such an 
enormous demand for various types of consumer’s goods. 
In recent years credit and credit promotion has gained 
stature and is an important factor in our economic 
structure. Unfortunately, credit promotion as a_ tool 
for increased sales is still classified as an infant, but 
because of today’s favorable reaction to credit buying 
by the general public, it is evident that those of us in 
the credit profession will be challenged in the future 
to be alert to the many ways in which credit plans and 
credit services can be promoted to increase sales further. 
All mediums of news broadcasts—newspapers, maga- 
zines, radio, and television—carry messages based on the 
production and sale of consumer goods. People are lured 
with “gimmicks,” persuaded with promises of un- 
dreamed-of happiness, and every method known is used 
to create interest in a product or service. “Buy, buy, 
buy,” is the goal. The volume of buying, however, will 
be definitely related to the way those of us engaged in 
credit promote our various credit plans to meet the 
particular needs of the many who cannot or who may 
prefer not to pay cash for their purchases. Our credit 
plans should be practical in scope and not contribute to 
a backbreaking financial overload to the people who use 
them. 


Any type of credit sales promotion must justify its 
effort and expense by obtaining additional business and 
not merely resulting in more accounts. ‘This desired 
result will be achieved only with the full co-operation 
of the merchandise, publicity, and other store divisions. 
It is not too dificult to publicize your various credit 
plans, but it will require the co-operation of the mer- 
chandise and publicity departments to offer timely 
merchandise promotions with your efforts to create a 
desire to buy on the part of inactive accounts or new 
While seeking this kind of co 
eperation, do not overlook the salesperson who must 
be fully acquainted with all of your credit plans and 
suggest their use in actually consummating the sale. 

After being assured of interest and full co-operation 
of all these groups, develop goals as incentives and 
keep your team members informed as to the results being 
achieved. 


charge customers. 


Such goals will consist of the following: 
Opening of new accounts, using many of the conven- 
tional methods of new-account solicitation and those you 
have found from experience are most productive and war- 
rant their cost. There is always a yearly account fatality 









ANALYZE HANDWRITING 
Bree 


STOP CREDIT LOSSES 


Credit executives use grapho analysis to cut 
down credit losses. Charles Martin, Dis- 
trict Credit Manager for International Har- 
vester, has used grapho analysis for years. 
Mr. Matheson, lumber company executive, selects 
his help by analyzing handwriting. Free lesson, full 
details sent without obligation. State your age on personal or 
company letterhead. All replies personal. 


IGAS, Inc., Dept. 617, 2307 National Sta., Springfield, Mo. 





needing replacement and the continuing need of at- 
tempting to get a greater percentage of persons in your 
trading area to shop in your store. 

Through co-operation of the merchandise and pub- 
licity divisions, provide in your monthly statements cer- 
tain merchandise promotions that have style and price 
appeal that you expect will result in more transactions 
to already existing customers. You undoubtedly know 
your average number of transactions per bill and _ this 
can be used as a basis for the setting of your new 
monthly statement transaction goal. 

Attractive credit plans and credit terms signs, placed 
at strategic locations in your store, as well as credit 
term tags on hard-line merchandise or big ticket items, 
will also aid you in obtaining more transactions from 
existing accounts. Window displays with 
credit plans should be used more to get additional busi- 


suggested 


ness from existing credit customers. 

Do not overlook the advantage of setting limits as 
high as possible when opening any type of credit account, 
which will encourage your customer to favor you with 
I cannot 
emphasize too strongly the additional sales that will be 


a greater percentage of her total purchases. 


obtained if your salespeople are properly trained to use 
credit in selling; to suggest an appropriate credit plan 
that will meet the needs of your customer to obtain 
now the merchandise they may want to purchase and 
enjoy. 

Credit selling will assist you in getting the highest 
unit sales possible from the greatest number of customers 
and get them to buy as many items as possible, com- 
mensurate with their paying ability. Such trained sales- 
people will and can obtain larger numbers of new credit 
customers as they regularly employ the practice of sug- 
gesting credit in closing sales. The fact that a person is 
in your store evidences her interest in your merchandise 
and she, more than anyone else, is a good credit ac- 
count prospect that, perhaps, will buy on her account 


We that the 


an account remains unused, the less chance there is of its 


after being approved. all know longer 
The tie-in of an immediate sale with the 


So, let us 


being used. 
taking of the application eliminates this risk. 
make another of our goals the training of salespeople in 
the proper use of credit to complete sales. 

For years I have believed that a good collection turn- 
over percentage was a sure method of increasing sales. 
Poor or low collection percentages will result in your 
customers giving a greater portion of their purchases to 
your competitors. If you now have a low collection 
percentage, you will be surprised how easily you can 
increase it through education of your customer to the 
advantage of paying accounts promptly and without loss 
of good will. 
to achieve the “open to buy” goal. 

Certainly there are circumstances such as loss of job, 
failure in business, severe illness, matrimonial problems, 
etc., that will make it impossible for some to pay their 
accounts when 


due. It, then, becomes an important 
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Credit Granting in South Florida 


James C. Herren, Manager 
Credit Bureau of Greater Miami 


INCE the Credit Bureau of Greater Miami was 
~ originally organized in 1923, we have seen tre- 
mendous growth and development in this fabulous area. 
Today we can boast of a population nearing 800,000 
in Dade County and still have 1,000 families a month 
taking up permanent residence here. The power com- 
pany has plans afoot to double its facilities. The tele- 
phone company reports 371,000 subscribers, the largest in 
the Southeast. It is estimated that 4,000,000 tourists 
come to our fair land of sunshine each year and our 
International Airport handles more passenger and freight 
trafic to other countries than any other airport in the 
world. 

Economists are more confident of the stability of this 
growth than ever before. Larger and better hotels are 
erected each year, bringing our total number to over 300. 
All of these were filled at the height of our season in 
early 1957 and still more will be built next year. The 
package tour business has brought many thousands of 
summer tourists to us and our economy is nearer balanced 
between summer and winter than ever before. Many 
light industries have taken up operations in South Florida 
due to our excellent labor market and climatic conditions ; 
air freight has placed them closer to their markets in the 
North and in the South American countries. 

How does all of this affect the operations of a credit 
bureau? We are one of the larger users of inter- 
bureau reports in the country and find ourselves utilizing 
to a greater extent facilities in Latin and South America. 
Through these facilities, credit buyers are able to pur- 
chase on credit while in the city, which brings many 
millions of dollars annually to local merchants. Today 
the Credit Bureau maintains approximately 600,000 
files, covering not only local residents but those who 





visit here annually. Our population is constantly on the 
move, due not only to new residents coming into the 
area, but also to permanent citizens moving within the 
area. In 1956, the telephone company installed 104,908 
new telephones and disconnected 58,123, for a net gain 
of 46,785 new connections. It was necessary for them 
to make five installations before gaining one new tele- 
phone, due to this movement and growth. 

Many thousands of retired and semi-retired people 
move here and open up small businesses of their own 
in order to augment their incomes. Dade County issues 
With the 
ever changing population, credit granters rely heavily on 
the facilities of the credit bureau. 
screened carefully 


30,000 occupational business licenses a year. 


New applications are 
and past-due accounts are followed 
quickly and closely. The head of a family cannot be 
garnisheed in the state of Florida and it is difficult to 
collect accounts through legal action. Every home 
owner has a $5,000 homestead exemption and each head 
family The 


record as 


of a has a $1,000 personal exemption. 
Miami Credit Association goes on 
reporting credit to be on a sound basis in South Florida, 
and collections are 


Greater 


as yood as, or possibly better than, 
they are in some of the older established areas of the 
country. They are seeking good credit business and are 
constantly soliciting new accounts. 

The weather bureau with its strategically located 
thermometers report that we have only 6 to 10 days a 
vear when the temperature exceeds 90°. Only 25 days 
were recorded with temperatures of 50° or lower. Land 
values continue to increase and much new construction 
is still under way or in the planning stage. We are 
optimistic over the future of South Florida and highly 


value our greatest asset, the climate. wk 





function of the credit office to work out a payment plan 
with the customer. Sympathetic handling of such situa- 
tions will establish a close relationship which will result 
in increased sales in years to come. 

Another goal or objective to increase sales through 
credit should be to train credit interviewers properly 
so they may analyze an application and be in a position, 
when possible, to encourage the customer to make im- 
mediate use of her account. I can assure you this is 
possible and it can be done without unnecessary credit 
losses. The result, however, is worthy of the effort of 
the credit manager, his assistant or credit granter to 
train interviewers in this regard. It flatters any person 
to have her credit approved promptly and this certainly 
does not harm the relationship between the customer and 
your store. Yes, the goal of immediate use of an account 
will be another means of increased sales volume. 

Last, but not least will be the goal of better cus- 


tomer service and better customer relations. This will 
result when we stress the importance of a smile in every 
customer contact: when we introduce ourselves; when 
we listen patiently to an irate customer ; when we an- 
swer the telephone promptly; and when, regardless of 
the circumstances, we appear grateful for the opportunity 
of serving a customer. 

It is sometimes difficult to pinpoint the exact plan 
which will accomplish the most, but unless we establish 
an objective, formulate a plan toward our goal, corre- 
late our activities with management’s wishes toward 
credit accounts receivable, and keep records on our 
progress, the loss will be greater than the gain. General- 
ly speaking, people want to take care of their credit 
responsibilities promptly, and it is therefore a challenge 
to credit men and women to promote and maintain a 
well-balanced economy between promotion and collection 
which will be an asset to both seller and buyer. wk 
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Bank Charge Accounts 


ROBERT L. RUDOLPH, Vice President, Pan American Bank of Miami 


HARGE ACCOUNT BANKING has gradually 

increased in quantity and quality in the last six 
years until it has reached a point of firmness in the credit 
field. Some 50-odd banks are now engaged in the dis- 
counting of charges from retailers varying in size and 
type of outlet. Most of the bank plans discount pur- 
chases without recourse to a dealer, paying him im- 
mediately and billing his customer accordingly from the 
bank. 

The plan of discounting and the rate used vary with 
the locality and with the policy of the bank. Some 
banks, if organized recently, would look more favorably 
on the plan as a means of giving the community a new 
type of service not offered by any one bank and would 
be willing to operate it as a service department. Other 
banks, long established in a community, can justly re- 
quire that it pay its own way and return an income. 
Still others feel that is carrying good public relations 
the hard way and they can successfully accomplish this 
aim through other means devoid of the detail and head- 
aches. Other bankers show the greener pastures of how 
new customers are gained for the Checking and Install- 
ment Loan Departments (fringe benefits) and that 
the merchants’ deposits exceed the outstandings or dollar 
volume loaned. 

The most recent charge-account edition of The 
AMERICAN BANKER, for February 26, 1957, reported 
that all but ten banks (40 reporting) show profit and 
a return in varying amounts for the year 1956. All but 
two show profit for the last quarter. These bank plans 
are servicing some 12,000 retailers, 685,000 card holders, 
and have an aggregate outstanding of over $12,000,- 
000.00. As department store operations change, so must 
the charge-account service of banks change. Gradually, 
a swing is noted from the 30-day charge (open ac- 
count) and the 90-day account to a more flexible re- 
volving charge. 

The problem of educating the merchants (in our case 
900) and the customers (30,000 card holders) is a 
tremendous undertaking. Department stores are prin- 
cipally confronted with training their customer, whereas 
we must keep both advised and active. Simplification 
of operation reduces cost, aids in merchandising, and 
creates lasting good will. We have gone into a “Uni- 
versal Charge,” a combination of charge accounts and 
revolving credit. This combination account may assist 
smaller department stores, particularly those beginning 
a new operation, to show a profit earlier than normally 
anticipated. 

We were able to consolidate into one account: 30- 
day charges, 90-day charges (budget), and an anticipated 
6-month installment account. Using one type of ac- 
count removes the necessity of triple statement, triple 
billing, individual mailing or consolidation of three 
statements into one envelope. ‘The constant excuses 
or defenses offered by customers to multiple accounts are 
tremendous. The merchant in our case favored one ac- 
count over the other because of rate of discount, length 
of time, or type of item sold. 

Here is how it works: The Pan American Bank 


g CREDIT WORLD 
MAY 1957 


Charge Plan can provide one with a personal charge 
account with more than 900 Greater Miami merchants 
and professional men with the added feature of complete 
flexibility. With the new Universal Charge Account, 
one may pay the entire amount of one’s bill, without any 
service charge, or one may pay a minimum amount (or 
more) each month as prescribed in the convenient pay- 
ment chart shown below. Payment of the entire amount 
of bill or of the minimum monthly amount (or more), 
whichever the customer selects, will be due within 10 
days from receipt of statement. Whenever a payment is 
less than the entire amount of the bill, a small service 
charge of one cent per dollar will be applied on the 
remaining unpaid balance, which will be added to the 
next statement. 

WITHOUT ADDI 

TIONAL PUR 


CHASES ACCOUNT 
PAYS OUT IN 


YOUR MINIMUM 
PAYMENT DUE 
THAT MONTH IS 


WHEN YOUR 
TOTAL BILL IS 


Less than $10.00 Ihe entire an 30 Days 
$ 10.00 to $ 50.00 $10 1 to 6 Months 
$ 50.01 to $ 75.00 $15 6 to 8 Months 
$ 75.01 to $100.00 $20 8 to 9 Months 
$100.01 to $125.00 $25 9 to 10 Months 
$125.01 to $150.00 $30 10 to 11 Months 
$150.01 to $175.00 $35 10 to 11 Months 
$175.01 to $200.00 $40 11 to 12 Months 
$200.01 to $225.00 $45 11 to 12 Months 
225.01 to $250.00 $50 12 to 13 Months 
$250.01 to $275.00 $55 12 to 13 Months 
$275.01 to $300.00 $60 13 to 14 Months 


If your Total Bill is over $300.00, your Minimum Payment is 


14 of the Total Bill. 
EXAMPLE 


An item of merchandise purchased in December pays out as 

follows: 
ist Billing January $110.16 

Chart requires a $25.00 payment for February 
2nd Billing February $85.16 

Chart requires a $20.00 payment for March 
3rd Billing March $65.16 

Chart requires a $15.00 payment for April 
4th Billing April $50.16 

Chart requires a $15.00 payment for May 
Sth Billing May $35.16 

Chart requires a $10.00 payment for June 
6th Billing June $25.16 

Chart requires a $10.00 payment for July 
7th Billing July $15.16 

Chart requires a $10.00 payment for August 
8th Billing August $5.16 

Chart requires a $5.16 payment for September 


‘9th Billing September carries zero balance statement to the 


customer 
NOTE: EXAMPLE DOES NOT SHOW 1 per cent service 
charge, as this would only complicate this illustration 


This account has certain benefits which we were pri- 
marily seeking and our aim has been to establish two 
things: 


1. Education of the merchant and customer through 
simplification. 

2. Reduction in cost of operation through consolidation 
of three accounts. 


The plan’s greatest criticism, from the purchaser’s 
standpoint, is that on large purchases the first few pay- 
ments are substantial. However, in effecting a minimum 
risk, we favor, for example, the idea of having the cus- 


tomer pay for a TV set more heavily during the first few | 
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Cold Coast Credit Groups Are Gilt-Edged 


MRS. MARIE WHALER, Industrial National Bank, Miami, Florida 
RUTH COATES, Credit Bureau of Greater Miami 


N THE HISTORY of the human race man was 
I first, but soon it was necessary for him to have a 
helpmate. The National Retail Credit Association came 
into being in 1912, and later—twenty years ago, to 
be exact—a helpmate was born in the nature of the 


Credit Women’s Breakfast Clubs of North America. 
So it is with the fabulous Gold Coast of southern 
Florida. The Miami Retail Credit Association was 


organized in the middle of the roaring 20’s, and its help- 
mate, The Credit Women’s Club of Miami, came into 
being in 1935. 

The Credit Men’s Association has a long list of ac- 
complishments. They have furnished directors for the 
Third District and the National Association. ‘The Credit 
Women’s Club has furnished officers and directors for 
the State and District organizations and Committee 
Chairmen for the Credit Women’s Breakfast Clubs of 
North America. 

Two years ago the men’s group was incorporated and 
became known as the Greater Miami Credit Association 
to further the service which they render the community. 
Two outstanding accomplishments of the group are 
the passing of the Bad Check Law for the state of 
Florida and the establishment of the Small Claims Court 
with jurisdiction on claims up to $300. 





National Retail Credit Week 
By the time this issue reaches you National Retail 
Credit Week will be over. 
requests for portfolios, we are confident that a larger 


Judging by the number of 


number of communities participated this year, and to a 
greater extent. 

National Retail Credit Week is, of course, by now an 
annual fixture. The dates for the 1958 observance have 
already been established—Sunday, April 20 to Saturday, 
April 26. We hope that next year even more communi- 
ties will take part in this important credit educational 
event. 

To assist us in planning for next year we would ap- 
preciate receiving details of what happened this year. 
Local National Retail Credit Week chairmen are urged 
to tell us how the event was promoted, details of the 
budget, how funds were raised, and how the responsibili- 
ties were divided among the membership. We would 
like to have copies of publicity, advertisements, and 
Please send all this material to the Na- 
tional Office, together with suggestions and comments, as 


photographs. 


soon as convenient. 

Sincere thanks are due all those who worked so dili- 
gently and National Retail 
Credit Week so significant in stabilizing credit conditions 


enthusiastically to make 


generally in our economy.—L. S. Crowder. 





months than during the last five. 

As you can ascertain, we, as charge account bankers, 
re progressing as a group, not: with profit as our sole 
aim. Moreover, we are conscientiously striving to render 
a needed community service at the same time to 
kkk 


and 
broaden the over-all services of our banks. 


Credit schools have been more usual than unusual in 
the life of these groups. They have been host to four 
state meetings, one district meeting, and now the In- 
ternational Consumer Credit Conference. 

Programs of each organization are planned to pro- 
mote credit education. Panels, and films 
portray to the groups the latest in credit technique and 
procedure. Local members and experts in their field 
join hands in presenting these valuable and informative 
programs. 

This presented in printed form 
through the two official club organs. The Greater Miami 
Credit Association publishes and edits the CrepirrieLp 
and the Credit Women’s Club of Miami the CHATTER 
Box. Each publication carries articles of local and 
national interest along credit lines as well as items of 
personal interest to the membership. 


speakers, 


education is also 


It is the custom for the two groups to hold at least 
one combined meeting each year. Each group co-oper- 
ates with the other on special occasions. Installation ban- 
quets and bosses’ night are annual events toward which 
both memberships look with interest. 

We, the men and women of credit in South Florida, 
extend to you a gilt-edged welcome for the 43rd annual 
Credit Conference in 


International Consumer 


1957. 


June, 
ke 





Cut 50% 
WITH EFFECTIVE MODERN 
“POSTAGRAPHS”’ 


Conservative, dignified and impersonal in appear- 
ance, Postagraphs economically combine the letter 
and envelope. They are mailed third class, savin 
up to 50% on postage. Yet, they have the dedeal 
privacy and appearance of a first class letter. 
They’re delivered to you custom printed, folded, 
sealed—ready for addressing. 


OFFER 7 ADVANTAGES: 
Postagraphs exclusive combination design elimi- 
nates multigraphing, folding, stuffing, sealing, 
letterhead and envelope costs. 


EFFECTIVELY USED BY 


LEADING DEPARTMENT STORES, SPECIALTY 
STORES ...AND WHEREVER CONSUMER CREDIT IS 
IN OPERATION. 





SEND SAMPLE OF YOUR COLLECTION LETTER 


We'll prepare it Postagraph style and submit it 
with price list. No cost or obligation. No salesman 
will call. 


POSTAGRAPH Co. 


506 E. Lombard Street «¢ Baltimore 2, Md. 
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Successful Manager of Credit SS es 


LEONARD BERRY, Educational Director, National Retail Credit Association 


LARGE amount of educational material is available 

dealing with the technical side of retail credit 
work, This is entirely as it should be. Successful retail 
credit management in these fast-moving and highly com- 
petitive days calls for a lot of ability and plenty of 
“know-how.” 

For instance, a credit sales manager must be able to 
analyze credit bureau reports much as a doctor analyzes 
an x-ray picture. He must be capable of spotting “tell- 
tale” details in the applicant’s credit history that indi- 
cate his “creditability” or the reverse. It takes much 
training and experience to interpret a credit bureau re- 
port and to make a sound decision, particularly on 
“borderline” applications. 

It is to the credit manager’s advantage to know the 
principles of accounting. On occasion he might have to 
study a balance sheet or profit-or-loss statement. Be- 
cause the credit manager is frequently in charge of Ac- 
counts Receivable he should understand the over-all 
accounting procedures involved. 

The credit manager should be familiar with the broad 
legal principles involved in extending credit. ‘This 
knowledge will help him to stay out of legal difficulty, 
and should he get in such difficulty his knowledge will 
tell him that his lawyer should be consulted immediately. 

The credit sales manager must be a capable office man- 
ager. He is required to direct the work of those in his 
department so that work is accomplished in a smooth, 
economical, and streamlined fashion. This requires 
ability to plan work-flow routines and to set up produc- 
tion standards. 

It goes without saying that the credit sales manager 
must be a capable collector. The art of collecting money 
in the shortest possible time without loss of customer 
good will is essential in the technical equipment of the 
credit executive. 

He must study modern methods of persuasion and find 
economical short cuts where possible. The expense of 
collecting money must be reduced by his adoption of 
scientific procedures. 

All these skills and abilities are part of the modern 
credit sales manager’s equipment for his job. He should 
seek constantly to improve them. 

However, the credit manager has another side to his 
make-up, one equally important, and this is his total 
personality . . . or what we may call the emotional ap- 
proach to the job. About this not so much educational 
material is available. ‘That is the reason for this article 
and those to follow. 
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Credit is a mighty power which intimately touches the 
lives of nine out of every ten Americans. Credit is a 
sharp tool of family financial management which, when 
sensibly used, can stretch family budgets, raise the level 
of living and, in general, bring more of the good things 
of life to people. On the other hand, credit can be a 
harsh master and a deadly enemy. People who become 
heavily involved in debt find their position far from 
agreeable. With credit now being so widely extended 
for so many diverse needs and so generously offered by 
merchants and others, the balance between skillful and 
unskillful use of the credit tool becomes highly important. 
Intelligent counseling and wise guidance of the customer 
become a definite responsibility of the credit executive. 

Times are changing. The old-fashioned virtue of ex- 
treme thrift—of saving until one has the cash on hand 
with which to buy something—has given way to the de- 
sire to obtain goods now and pay for them while earning. 
This credit buying, when kept under control and in line 
with ability to pay, is a sound way of managing income 
and spending it to best advantage. The credit manager 
oftentimes is required to decide not only whether the 
person is financially responsible for the amount of credit 
requested, but whether that amount of credit is good for 
that particular person. It is here that the approach of 
the credit sales manager to his job becomes of first im- 
portance, 


Credit Salesmanship 


Consider an older person, still imbued with childhood 
lessons of the desirability of paying “cash on the barrel- 
head,” and with a strong reluctance to buy on credit. 
This person has to be convinced that credit buying, along 
sound lines, is morally right and ethically sound. The 
deep-down inherent aversion to “going into debt” has to 
be overcome by assurance from the credit executive that 
credit buying is a perfectly natural, normal, and ethical 
thing to do. This is truly “credit salesmanship.” 

On the other hand, many young people have no such 
inner compulsion. They have grown up in an economy 
of abundance and full employment. 
experienced “hard times.” Here credit managers must 
do quite a bit of educating. Certainly we want these 
young people to buy on credit and to use their credit 
potential to the limit—but not beyond the limit. This 
is truly “credit education.” 


They have never 


Here are two distinct groups of people, among many 
others, and two entirely different approaches and appeals 
are necessary. It is the credit sales manager's job to 
advise people according to their special circumstances and 
needs as to the extent of credit obligations it is desirable 
and wise for them to assume. . In doing this his personal- 
He must be able to project himself 
into the circumstances of others in order to advise them 


intelligently. 


ity is important. 


The credit sales manager must be an evaluator of per- 
sons and a family counselor of unusual sagacity. His 
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objective is to develop the maximum amount of profit- 
able credit sales compatible with the creation of the 
minimum amount of family financial problems. It re- 
quires intelligence of a high order and a quality of keen 
social sensitivity to accomplish this successfully. 

The credit manager must, of necessity, be a leader in 
his community because the very nature of his work 
causes him to be widely known and his performance 
should cause him to be regarded with respect by many 
people. He must, therefore, be true to the highest ideals 
of personal integrity. To advise others convincingly 
concerning the moral aspects of retail credit it follows 
he must himself possess a strong sense of right and 
wrong. He must earn, in order to gain, respect. He 
must be beyond reproach in his own financial affairs and 
must so act that no criticism can come from his business 
and social behavior. 


It is clear, then, that over and beyond the technical 
ability required in his trade the modern manager of 
credit sales must possess the solid virtues of personal 
courage, impeccable character, and a lively sense of 
“custodianship” of the welfare of others. 


Retail credit management has gone far above the level 
of money management only. It has progressed to the 
point where the credit executive is probably the most 
influential executive in the store or firm when it comes 
to human relations. Not only is the credit executive 
entrusted with the asset of Accounts Receivable (which 
often equals or even exceeds Inventory of Merchandise), 
he is a vital part of the firm’s public relations and ex- 
ceedingly influential in creating the climate of confidence 
and good will essential to a firm’s solid position in the 
community. 

In subsequent articles we hope to develop this “per- 
sonality” side of the modern manager of credit sales. 


SSS ee eee eee 


Official Notice 
To All Members of the National Retail Credit Association: 


You are hereby notified that the 43rd Annual International 
Consumer Credit Conference of the National Retail Credit 
Association will be held in the city of Miami Beach, Florida, 
June 16, 17, 18, 19, and 20, 1957, for the election of officers 
and five directors-at-large, and the ratification of the directors 
elected by the respective® districts, also the installation of 
officers and directors and the transaction of such business as 
may properly come before the meeting. 


Officers Whose Terms Expire: 


President, Wimberley C. Goodman, Dallas, Texas; First 
Vice President, Eldon L. Taylor, Ogden, Utah; Second Vice 
President, J. C. Gilliland, Chicago, Illinois; and Third Vice 
President, David K. Blair, San Francisco, California. 


Directors’ Terms Expiring in 1957: 
The terms of the directors for Districts 1, 2, 3, 4, 5, 6, and 


7 and five directors-at-large will expire at the Conference. 
The directors elected by Districts 1, 2, 3, 4, 5, 6, and 7 will 
be ratified and installed for two-year terms and five directors- 


at-large will be elected and installed for two-year terms. 


L. S. CROWDER 
General Manager-Treasurer 
\ttest: 
ARTHUR H. HERT 


Secretary 
a 8 


New 
Public Relations 


Course 





FFECTIVE IMMEDIATELY, The National Re- 

tail Credit Association will sponsor a new course in 
the field, Public Relations in Business, in co-operation 
with credit bureaus and credit associations. S. H. 
Womack, training consultant in public relations, Austin, 
Texas, will be the instructor. 

Each public relations school will be set up on a four- 
night basis for two-and-one-half-hour sessions and will 
cover the following: What Public Relations Means to 
Everyone; How to Get Along With People; Memory, 
How to Better Remember Names and Faces of People; 
Proper Telephone Techniques; Speech, Use of Effective 
Speaking Techniques; and Applied Psychology in the 
Handling of People and Problems in Everyday Business. 
Each enrollee will receive a detailed outlined synopsis of 
each session. The fee for the 10-hour course will be 
$10.00 per person including the synopsis. 
50 enrollments will be required. 

Your National officers and executive committee have 
felt for some time that an additional educational pro- 
gram should be offered in the field by a trained instruc- 
tor. One of the needs in the credit field, as well as other 
businesses, is the proper application of good public rela- 
tions. This course is designed to meet these needs. 

S. H. Womack, public relations training consultant 
who will conduct the course, has conducted over 300 
classes in the Southwest, training approximately 15,000 
people. He has spent 15 years in the field of distribu- 
tion on an executive level, and is thoroughly familiar 
with problems in the fields of credit, personnel, and 
public relations. He spent six years as an instructor on 
the staff of the University of Texas, Extension Division, 
and has done special instructional work for the University 
of Houston. 

The course will be made available to all cities in the 
United States and Canada. Upon return of coupon 
indicating an interest in sponsoring a Public Relations 
course, full details will be mailed to you. 


A minimum of 


National Retail Credit Association 
375 Jackson Avenue 
St. Louis 5, Missouri 


We would like to have a School on Public Relations in 
Business conducted in our city by Mr. Womack. Please 
give us date the Course can be scheduled for us. If 
possible, we prefer it to be scheduled during the 
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Membership Standing 


New National Units which have been organized since 


June 1, 1956: 

City 
Baker, Oregon 
Greeley, Colorado 
Hickory, North Carolina 
Burns, Oregon 
North Bay, Ontario, Canada 
West Palm Beach, Florida 
McAllen, Texas 
Phoenix, Arizona 
Bristol, Pennsylvania 
Uniontown, Pennsylvania 
Alamogordo, New Mexico 
Libby, Montana 
Portales, New Mexico 
Brookings, Oregon 
Gold Beach, Oregon 
Foley, Alabama 
Muscatine, Iowa 
Lumberton, North Carolina 
Nicholasville, Kentucky 
Miles City, Montana 
Gulfport, Mississippi 


Date 
June 25, 1956 
July 5, 1956 
July 5, 1956 
Aug. 21, 1956 
Aug. 23, 1956 
Sept. 17, 1956 
Sept. 20, 1956 
Oct. 15, 1956 
Oct. 23, 1956 
Nov. 20, 1956 
Jan. 14, 1957 
Jan. 21, 1957 
Jan. 30, 1957 
Jan. 31, 1957 
Jan. 31, 1957 
Feb. 18, 1957 
Feb. 28, 1957 
March 12, 1957 
March 26, 1957 
April 2, 1957 
April 8, 1957 


Number 
62 


Old Associations reporting 10 or more new members 
since June 1, 1956 to April 15, 1957: 





District Members 
1 Montreal, Quebec, Canada 87 
Quebec City, Quebec, Canada 10 
Halifax, Nova Scotia 70 
Springfield, Massachusetts 37 
Providence, Rhode Island 18 
2 Amsterdam, New York 11 
New York, New York 119 
Nyack, New York 22 
3 Clermont, Florida 27 
Eustis, Florida 14 
Fort Lauderdale, Florida 24 
Jacksonville, Florida 144 
Miami, Florida 15 
Leesburg, Florida 31 
Atlanta, Georgia 59 
Augusta, Georgia 12 
Waycross, Georgia 34 
Columbia, South Carolina 10 
4 Gadsden, Alabama 12 
Florence, Alabama 82 
Alexandria, Louisiana 10 
New Orleans, Louisiana 243 
Chattanooga, Tennessee 11 
Johnson City, Tennessee 36 
Memphis, Tennessee 21 
Nashville, Tennessee 51 
5 Sudbury, Ontario, Canada 44 
Timmins, Ontario, Canada 17 
Toronto, Ontario, Canada 35 
Chicago, Illinois 13 
Decatur, Illinois 13 
East St. Louis, Illinois 11 
Kalamazoo, Michigan 29 
Cincinnati, Ohio 605 
Madison, Wisconsin 17 
Milwaukee, Wisconsin 20 
6 Winnipeg, Manitoba, Canada 25 
St. Paul, Minnesota 118 
7 Kansas City, Missouri 95 
St. Louis, Missouri 38 
St. Joseph, Missouri 22 
8 Arlington, Texas 33 
Dallas, Texas 163 
Fort Worth, Texas 102 
Galveston, Texas 13 
Houston, Texas 649 


12 
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New members reported by Districts from June 1, 1956 
to April 15, 1957: 


District 


District 


Lubbock, Texas 

Port Arthur, Texas 

Denver, Colorado 
Albuquerque, New Mexico 
Salt Lake City, Utah 
Calgary, Alberta, Canada 
Edmonton, Alberta, Canada 
Lethbridge, Alberta, Canada 


Members 
31 


Chilliwack, British Columbia, Canada 10 
Cloverdale, British Columbia, Canada 34 


Silver Spring, Maryland 


Duncan, British Columbia, Canada 12 
Vancouver, British Columbia, Canada 116 
Victoria, British Columbia, Canada 50 
Regina, Saskatchewan, Canada 16 
Boise, Idaho 64 
Coeur d’Alene, Idaho 14 
Idaho Falls, Idaho 11 
Moscow, Idaho 10 
Glasgow, Montana 31 
Helena, Montana 42 
Coos Bay, Oregon 16 
Eugene, Oregon 29 
Grants Pass, Oregon 20 
Hillsboro, Oregon 15 
Medford, Oregon 26 
Newport, Oregon 15 
Portland, Oregon 161 
Salem, Oregon 60 
Centralia, Washington 30 
Everett, Washington 31 
Moses Lake, Washington 15 
Pasco, Washington 33 
Seattle, Washington 132 
Spokane, Washington 69 
Tacoma, Washington 79 
Yakima, Washington 22 
Las Vegas, Nevada 17 
Anaheim, California 30 
Antioch, California 11 
Bakersfield, California 19 
Fresno, California 22 
Hermosa Beach, California 20 
Los Angeles, California 97 
Marysville, California 30 
Merced, California 13 
Oakland, California 21 
Redding, California 79 
Riverside, California 10 
San Bernardino, California 13 
San Francisco, California 140 
Santa Monica, California 41 
Santa Rosa, California 2 
Washington, D. C. 5 
Baltimore, Maryland 115 

1 


Chester, Pennsylvania | 
Philadelphia, Pennsylvania 
Pittsburgh, Pennsylvania 
Allentown, Pennsylvania 
Norfolk, Virginia 


1 


IH Vim Coty 


— pt et 
a) 


Total 


— 
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— mt oe 


Members 
257 
193 
601 
566 
991 
216 
224 

1,135 
570 
1,692 
676 
551 
7,677 








1 
4 THIS IS THE final announcement of the Fifth An- Pleasant living accommodations are available on the 
29 nual Consumer Credit Management Institute to be held campus in attractive modern dormitory buildings. Meals 
4 at the University of Oklahoma, July 22 to 26, 1957. All of excellent quality and variety are served in cafeterias 
~ interested in improving their understanding of retail conveniently located on campus. All study and lecture 
D7 credit management and wishing to gain greater pro- sessions will be held in the completely air-conditioned 
10 ficiency in modern techniques of credit sales promotion modern Student Union Building. Library and special 
34 and collections are urged to devote one week this sum- study facilities available to students. 
») B - 
“4 mer to intensive study. This is the day of trained credit administrators. So 
| . <i 6 , . , . — ase . . . : . 
50 Sponsored jointly by the National Retail Credit As- complex are the problems encountered in this period of 
16 sociation, the University of Oklahoma, and the Okla- almost universal retail credit use, only those who are 
- homa State Department of Vocational Education, a week- well grounded in the principles of credit management 
: long school of instruction and practice in retail credit and related subjects can become of maximum effective- 
10 administration offers unusual opportunities for credit and ness and value to employers. A week spent at the Uni- 
31 collection personnel of firms and stores. Secretaries and versity of Oklahoma could well prove to be the best 
42 office managers in medical and dental offices, hospitals, investment any person seeking a successful credit career 
and clinics will profit by attending. “= possibly make. 
“ i a a ‘ ea he e f $25.01 
20 Subjects offered include Retail Credit Management, —— enrollment fee of only ) per student includes 
4 Pit nt ie . . tuition, textbooks, and other material. Living accommo- 
15 Business Law, Credit Bureau Relations, Public Relations, ‘ 4 : ye 
26 aa ae isang: estagpen dations cost only $2.00 per night. Meals are surprisingly 
15 Business Letter Writing, etc. Morning sessions will be : : coulis dena h Il bring hich 
: ; ; nexpensive. / s vestme at w y 
61 devoted to formal lecture periods. Afternoons will be ee ” Se es te ee a 
: : returns. 
60 devoted to practical workshop sessions, and group- s fe i 
‘ ‘ oF ea ; : ; Because classes are necessarily limited, those planning 
30 solving of situations encountered in handling the credit : : en ; 
rc . fr be to attend this Institute should register now. Send your 
31 and collection departments of modern retailing. ‘Tech- an : 
15 - — ; ‘ - check for $25.00 to: M. L. Powers, Director, Business 
as niques in interpreting credit bureau reports will be ex- a ar eee! : é “re a ar 
33 é pes : ; ; - and Industrial Services, Extension Division, The Uni- 
39 plained. The legal aspects of extending credit and effect- cies ok Citas N Oklah 
32 : versity o <lahoma, Norman, Okl: a. 
69 ing collections will be explored. Discussion periods and : . ares anon 
79 panel sessions will round out the week’s educational pro- Leonard Berry 
17 i gram. Educational Director 
‘ 
30 
11 
19 Membership Drive use them FREE for 10 days! 
20 ‘ : : : 
97 The President’s annual membership 500 COLLECTION LETTERS 
30 drive announced in the April Crepit 
13 | Wort closes May 25, 1957. —THAT BRING IN THE MONEY!— 
79K Prizes will be awarded to partici- Ready-to-use for Quick Results 
10 pants in this special Sa the HERE'S HOW TO PULL IN THE CASH—get the “slow pays” off your books— 
13 following basis: There will be a first, without wasting time and money! Send today for a Free-Examination copy of the great- 
140 no oak « aéel prize cnstidlie est group of credit and collection letters ever put between the covers of a single volume— 
a second, and ( > avail: 
~ to individusle in cities or towns with Complete Credit and Collection Letter Book 
75 population up to 50,000; three prizes by JOHN ©. LITTLE 
~ eye . ‘ Ces Each and every one of the 500 ietters in this new book has been thoroughly tested and 
115 to individuals living in cities up to proved successful. Each one is ready for you to use ‘‘as is” or with — A varia- 
11 100,000 population ; three prizes to in- - 4, ie j Ay 7 BLA i p-z-zh--F ¥ by 2 
dividuals living in cities up to 250,000 ideas ready to go to work for you AT ONCE. 
144 population ; and three prizes to individ- Just a hint of the gold-mine of ideas you'll get: 
11 uals living in cities with population © simple collection ‘‘hook"’ that brings © successful ways to collect from non- 
9 x in an o response — profit organizations 
21 over 250,000. © collection series that gets speedy © dozens of fresh variations on the tire- 
: TESTED AND PROVED results from bad risks some ‘‘please remit’ theme 
1956 In each population category the gy ° ae 3-stage letter that oH ©3 ways , © ote - customers 
} - ° ~ increasing pressure — “first let- a 1 lor bills already paid - 
awards will be: $50.00 cash to the ten th Guin emete ters” that bring in payments — © letters te chronic “discount chisel- 
individual enrolling the greatest num- letters are ready for you to | ° forceful “one-shot!’ letter used to 
: ~ collect accounts charged off as un 5 letters to customers whose checks 
s use at once . . . and any one : 


Institute in Professional Retail Credit Management 
































ber of new members in the N.R.C.A. 





could easily be worth hundreds 


collectible - 


have “bounced 


of dollars to you, not only in 10-DAY FREE TRIAL! Why not see for nats how tremendously 


increased collections, but in * helpful these great letters can be in your 
time and effort. Veteran credit work? Mail the coupen below for a Free-Examination copy of the book today! 


men are enthusiastic in their 
———— —-MAIL THIS COUPON NOW-—————- 


praise of the “‘Complete Credit 
PRENTICE-HALL, Inc., Dept. 5131-G1, Englewood Cliffs, N. J. 


and Collection Letter Book.’ 
George J. 
Please send me a Free- 7-1 copy of the “Complete Credit and Collection | 


Schatz, Vice-Presi- 

dent of Commercial Factors Cor- 
Letter Book.’ Within 10 days | will either remit $4.95 plus postage, or 
return the book and owe nothing. | 


during the period from April 15 to 
May 25; a General Electric clock 
radio as second prize; and an attrac- 
tive desk-type weather guide as third 
prize. poration, says: ‘This book not 


only supplies ‘know-how,’ but 


To be counted, reports of new mem- also makes available dozens of 








: ee new credit and collection ideas."” | 

bers must be in the National Office And W. R. Dunn, General ao BREE OMe RUIN IP eeeone se ehaune An ye ane canseoneere | 
— . Credi anager 0 is __ EPPTETETETELELELILITLILLIIrIT Te WUTTTOCLCCLT TT 

not later than May 31, 1957. Prizes Corporation, aah ~ 4 book a os nancseegy | 
a . . is full of the how-to-do-it of eee eer eeerseesesesesesess ee ° eeesecscsess 

will be awarded at the Miami Beach making your letters human, SAVE! Send $4.95 with this coupon and we will pay postage. Same return | 

Conference. tactful and effective.” privilege; refund guaranteed. | 
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Clarence N. Walker Harry Blythe 


CLARENCE N. WALKER is an executive staff 
representative of The Coca-Cola Company, Atlanta, 
Georgia. He is a native Georgian and received his 
LL.B. from the University of Georgia. He practiced law 
in Georgia and North Carolina for six years, and was 
an officer and director of the Wachovia Bank & Trust 
Company, Asheville, North Carolina, for 14 years. He 
served two years with military forces in World War I 
and was discharged and commissioned as Captain in 
Reserve Corps, Air Service. Following discharge from 
Army he served as a member of the United States 
Liquidation Commission, representing the air service in 
the settlement of claims against our allies. He is active 
in various church, civic, community, and fraternal organ- 
izations including Community Chest, Red Cross, Boy 
Scouts, Asheville College, Y.M.C.A. and other civic and 
community projects in Asheville, Rome, and Atlanta. 
He is a Baptist, Mason, Shriner, and a Past President 
of the Rome, Georgia, Rotary Club. He is now a mem- 
ber of the Atlanta Rotary Club. 

The N.R.C.A. is delighted to have him address our 
annual conference on the subject, “Public Relations Is 
Your Business,” Tuesday morning, June 18, 1957. 


HARRY BLYTHE is a professor of finance, College 
of Business Administration, University of Washington, 
Seattle, Washington, where he has occupied this position 
for the past eight years. He was educated at Columbia 
University and the University of Washington where he 
received the degrees of Master of Science and Doctor of 
Business Administration. He is educational adviser to 
the Retail Credit Association of Seattle and the Seattle 
Association of Credit Men; director, District 10 Retail 
Credit Seminar; member of the faculty, Pacific Coast 
Banking School; member of faculty, Advanced Manage- 
ment Seminar; historian and consultant of the Seattle 
First National Bank; and author of textbook, Credit and 
Collection Policies and Practices, to be published in late 
1957. He was formerly general manager of Garden 
State Trucking Corporation and credit manager of 
Lemnos Baking Company, Newark, New Jersey. Dur- 
ing World War II he served as First Lieutenant, Quar- 
termaster Corps, United States Army, with service in the 
Pacific Theater. 

The N.R.C.A. is happy to have him address our an- 
nual conference on the subject, “Consumer Credit, Its 


Present and Its Future,” on Wednesday morning, June 
19, 1957. 
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Boyd Campbell 





William H. Gove J. Gordon Ross 


BOYD CAMPBELL of Jackson, 
chairman of the Board and immediate past president of 
the United States Chamber of Commerce. 
to being chairman of the Board of his own company, 


Mississippi, is 
In addition 


with its eight corporate affiliates, his business connections 
include directorates on the boards of the First National 
Bank of Jackson, the Mississippi Power and Light Com- 
pany, and the Gulf, Mobile, and Ohio Railroad. He has 
been active in the Boy Scouts of America for many years. 
He has served as chairman of the Board of Stewards of 
Galloway Memorial Methodist Church of Jackson; 
treasurer of the Board of Directors of Millsap College ; 
and is the holder of the honorary degree of Doctor of 
Laws from that institution. Since he became a director 
of the National Chamber in 1949, he has served on many 
committees, including the Policy Committee, of which 
he was chairman. His international concepts have been 
heightened by his experience as an American delegate to 
conferences in Geneva and Tokyo and by several missions 
to Canada and many to Mexico. 

We are honored to have Mr. Campbell address the 
conference on the subject, ‘““What’s Right With This 
Country?” Thursday morning, June 20, 1957. 


WILLIAM H. GOVE is vice president and sales 
director of the E. M. C. Recording Corporation, St. 
Paul, Minnesota, one of the country’s top magnetic tape 
companies. He was formerly salesman and subsequently 
sales promotion manager for the Minnesota Mining and 
Manufacturing Company. From 1936 to 1941 he was 
salesman for the Beechnut Packing Company in New 
England. In 1952 he traveled Europe, conducting 
marketing clinics for the National Sales Executives, and 
in 1953 he was named “Salesman of the Year” by that 
group. In 1953 the St. Paul Advertising Club selected 
him “Sales Promotion Man of the Year.” He is an 
interesting and dynamic speaker. 

Mr. Gove will address the conference on the subject, 
“You Make the Difference,” on Thursday 
June 20, 1957. 


morning, 


J. GORDON ROSS is a native of Lyons, New 
York, and on leaving preparatory school enlisted in the 
famed 11th Engineers of World War I. After discharge 
he spent a year in the oil business in Kentucky. He 
joined the Rochester Gas & Electric Corporation in 
September 1920 as Assistant Chief Clerk in the Cus- 
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tomer Accounting Department and advanced to his 
present position of Manager of Customer Service and 
Relations. He is active in numerous clubs and civic 
organizations; director, past president and honorary life 
member of the Rochester Retail Credit Association; past 
president and honorary life member of the National Re- 
tail Credit Association; director, Rochester Better Busi- 
ness Bureau; and member of the board of directors of 
Fairport Central School. He has held many appoint- 
ments in the American Gas Association and Edison Elec- 
tric Institute and is, at present, vice chairman nominee 
ot the accounting section of the AGA. His hobbies are 
bowling and golf. 

As a past president of the National Retail Credit As- 
sociation and as a result of his many years in credit work, 
he is well qualified to address our annual conference on 
the subject “Getting Along With Folks” Tuesday morn- 
ing, June 18, 1957. 





Entertainment 
Sunday, June 16 








8:30 P.M.—Colored Movie With Sound. North 
Card Room, Mezzanine Floor, Hotel Fontaine- 
bleau. 

“Wings to Cuba and the Caribbean” 
Courtesy of Pan American World Airways 


Monday, June 17 


7:30 A.M.—Annual Breakfast. Credit Women’s 
Breakfast Clubs of North America. Grand 
Ballroom, Hotel Fontainebleau 

9:00 P.M.—Mixer. 


tainebleau 





Pavillon Room, Hotel Fon- 


Tuesday, June 18 





9:00 P.M.—Water Show. Fontainebleau Pool Area 


Wednesday, June 19 
9:30 A.M.—Breakfast and Style Show. Bur- 


dine’s, Miami Beach. 





Registered guests of delegates only. Buses leave 


Hotel Fontainebleau at 9:00 a.m. 


Thursday, June 20 
10:00 A.M.—Boat Trip. Indian Creek and Bay Bis- 


cayne. Registered guests of delegates only. 
Buses leave from Hotel Fontainebleau at 9:30 
A.M. 

7:00 P.M.—Banquet, Entertainment and 
Dance. Grand Ballroom, Hotel Fontaine- 
bleau 








Meeting of the Nominating Committee 


There will be a meeting of the Nominating Committee, 
Monday, June 17, 1957, at 5:00 p.m., in General Man- 
ager-Treasurer Crowder’s suite, Hotel Fontainebleau, 


Miami Beach, Florida. 


Group Meetings 


The various group meetings are always an outstanding 
feature of our Annual Conferences. They will be held 
on Tuesday, Wednesday, and Thursday afternoons from 
2:00 p.m. to 5:00 p.m. A list of questions will be 
furnished at the meeting of each group, and questions 
may be asked from the floor. The groups for this year’s 
conference are: 


Banking and Finance 
Building Material, Hardware, Fuel, Jewelry and 
Other Types of Business Not Specifically Listed 
Dairy and Baking 
Department, Apparel, and Shoe Stores 
Furniture, Electrical Appliances, and Musical 
Instruments 
Hospital—Medical and Dental 
Newspapers and Publishers 


Petroleum 
Public Utilities 


Edueational Exhibits 


Diebold Safe Company 
Farrington Manufacturing Company 
Craig Files, Craig-LeFebure 
Minnesota Mining and Manufacturing Company 
John Hancock Mutual Life Insurance Company 
The National Cash Register Company 
Recordak Corporation 
Remington Rand 
The Royal McBee Corporation 


————ES— | 


Your Co-operation Please 

In fairness to the Conference Hotels, you are urged to 
notify the hotel not later than June 1, 1957, if you find 
you cannot attend the International Consumer Credit 
Conference. 

In previous years, some cancellations were made just a 
week prior to the opening of the Conference. Worse 
still, others failed to notify the hotel or Registration Com- 
mittee that they were unable to attend. If you must 
cancel your reservation, write directly to the hotel so 
that your room or rooms may be assigned to others and 
Reservation de- 
posit will not be refunded unless cancellation notice is 
received by the hotel prior to June 10, 1957. Send a 
copy of your letter to the International Consumer Credit 
Conference Committee, 375 Jackson Avenue, St. Louis 
5, Missouri, for refund of your registration fee. 


your registration blank may be voided. 


Hotels request that you bring your hotel confirmation 
of reservation with you, to be presented at time you 
register.—L. §. Crowder. 





Theme of Conference 


The theme of the 43rd Annual International Con- 
sumer Credit Conference is: “To Cooperate in the 
Wider Distribution of Goods and Services Through 
the Sound Extension of Credit for the Benefit of the 
Consumer.” 
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43rd 





ANNUAL INTERNATIONADN: 


Hotel Fontainebleau, Miami Beadda, 





Sunday Afternoon, June 16 


— 


(Monday—Continued) 





Special session devoted to the problems of district meet- 
ings. Delegates from all N.R.C.A., ACBofA and C.W. 
B.C. districts have been named. ‘These representatives 
will participate in discussion groups after each of the 
three principal speakers has presented his views on three 
major topics concerning district meetings. While these 
delegates have been specifically named to represent their 
particular districts, all members are urged to attend this 
important session. 

The program will be under the leadership of David K. 
Blair, H. Liebes and Company, San Francisco, California, 
and Third Vice President, N.R.C.A. 

Topic Number One: Pre-planning of District 
Meetings. Speaker: Vernon Rasmussen, Evergreen 
Cemetery Company, Seattle, Washington, President, Dis- 
trict 10, National Retail Credit Association. 

Topic Number Two: Conference Management. 
Speaker: J. E. R. Chilton, Jr., Merchants Retail Credit 
Association, Dallas, Texas, Secretary, Retail Credit 
Executives of Texas. 

Topic Number Three: Educational Activities of 
Districts. Speaker: A. B. Buckeridge, Manager, 
Memphis Consumer Credit Association, Educational Di- 
rector, District 2, Associated Credit Bureaus of America. 

The theme of this session will be LEADERSHIP 
TRAINING and the purpose of the session is to ex- 
plore methods and procedures that will lead to more 
effective district meetings. 


3:00 P.M.—Personnel Management and Pu 10:0 
lic Relations Course 
S. H. Womack, 


Training Consultant, Austiqd 


Texas 110 :2¢ 
3:15 P.M.—Panel Discussion, “Collecting ty 
Account” 10 
“Collecting Charge Accounts” 
E. E. Christy, Boggs & Buhl, Pittsburg : 
es “H1:15 
Pennsylvania 
“Collecting Revolving Credit Account#/7 #3 


Fred R. Hachtel, Gimbel Brothers, Milway 
kee, Wisconsin 


“Collecting Hospital Accounts” 12-0 
Frances M. Hernan, Massachusetts Grenier 
Hospital, Boston, Massachusetts 
“Collecting Petroleum Industry Ac- | 
counts” 8-45 
Carl L. Kilgas, General Petroleum Corporg 
tion, Portland, Oregon 
“Collecting Instalment Accounts” 19:15 
Roy E. Teter, Jenkins Music Company, Oklg 


homa City, Oklahoma 9:3 
“Pay Promptly Newspaper Publicity anf 

be Effect on Collections” 

). J. Van Lander, John W. Thomas & Con 


pany, Minneapolis, Minnesota 
— 








Monday Afternoon, June 17 


Tuesday Morning, June 18 | 








The Credit Workshop 


Chairman, Eldon L. Taylor, Glen Bros. Music Com- 
pany, Ogden, Utah, First Vice President, National Re- 
tail Credit Association 

2:15 P.M.—“Credit Schools” 
Sterling S. Speake, Austin, Texas, Retail Credit 
Speckle, National Retail Credit Association 
2:30 P.M.—“‘Revolving Credit—What Are the 
Headaches?” 
Henry C. Alexander, Belk Brothers Company, 
Charlotte, North Carolina, Past President, 
National Retail Credit Association 
2:45 P.M.—“Instalment Trends” 
Paul M. Millians, Vice President, Commercial 
Credit Company, Baltimore, Maryland 
1. Is there a tendency nationally to increase 
down payments and reduce maximum time? 
2. What is the instalment sales outlook for the 
remainder of 1957? 
Have major finance companies found it neces- 


we 


sary to increase carrying charges and what is 
the prevailing rate? 





8:45 AsseEmBLY—GRAND BALLROOM, Hotel Fontain 
bleau 


——o 


CoMMUNITY SINGING 
Song Leader, Adolph Seerth, Florida Power ar} 
Light Company, Miami, Florida 
9:00—CALL TO ORDER 
Wimberley C. Goodman, Reynolds-Penlas} 
Company, Dallas, Texas, President, N.R.C.4 
Taylor, Glen Bros. Mus} 
Company, Ogden, Utah 


Invocation—Eldon L. 


“Welcome to the Conference” 
Thomas F. Smith, Director, Miami Beach Com 
vention Bureau, Miami Beach, Florida | 
“Response” 
Wimberley C. Goodman 
In Memoriam 
9:30—APPOINTMENT OF N.R.C.A, CoMMITTEES 
9:45—Greetings | 
Rita Barnes, W. McPhillips, Ltd., London, Or 
tario, Canada, President, Credit Women 
Breakfast Clubs of North America 


1:0 
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June 21, 22, 23, 24—Post Gen 


SRAM 


NADNSUMER CREDIT CONFERENCE 


i 


oe June 16, 17, 18, 19, 20, 1957 





fi (Tuesday —Continued) 


Thursday Morning, June 20 





nd Pui /0:00—“Paving the Road Ahead” 
Bernard J. Duffy, Credit Bureau of St. Paul, 
St. Paul, Minnesota, President, ACBofA 
10:20—-INTRODUCTION OF: 
REPRESENTATIVES OF EXHIBITORS 
10:30—“Public Relations Is Your Business” 
Clarence N. Walker, Staff Representative, ‘The 
Coca-Cola Company, Atlanta, Georgia 
11:15—ReEportT OF THE NOMINATING COMMITTEE 
11:30—“Getting Along With Folks” 
J. Gordon Ross, Rochester Gas and Electric 
Company, Rochester, New York, Past Presi- 
dent, National Retail Credit Association 
12:00 Noon—ANNOUNCEMENTS AND ADJOURNMENT 


a Austiq 


ting th 


‘ittsburg 





ccounts 
Milwa 








S o— 
. 
- Wednesday Morning, June 19 
c- | 
, 8:45—AsseEMBLY—GrAND Ba.troom, Hotel Fontaine- 
Corporg bleau 
| CoMMUNITY SINGING 
a (9:15—RECONVENE 
ny, Okld Reports oF N.R.C.A. CoMMITTEES 
9:30—Panel Discussion, “Current Consumer 
icity an Credit Trends” 
Moderator, Joseph A. White, The Fair, Chi- 
s & Con cago, Illinois, Past President, N.R.C.A. 


“What are current trends in cashing checks ?”— 
—_—. Harold F. Cadd, Ransohoff’s, San Francisco, 
F California 
“What are current trends in bank charge-account 
plans ?”—J. C. Gilliland, Pullman Trust and 
Savings Bank, Chicago, Illinois 
“What are current trends in charging interest 





Fontain 


Power aa} on past-due charge accounts "—Edward L. 
Goodman, Burger-Phillips Company, Birming- 
ham, Alabama 
; “What are current trends toward single-purpose 
1s-Penlary accounts ?’’—Robert D. Hannah, Bon Marche, 
N.R.C.4 Seattle, Washington 
ros. Mus} “What are current trends in service charges and 
terms on instalment accounts for hard goods ?”’ 
—Earle A. Nirmaier, W. Wilderotter and 
seach Cor Company, Newark, New Jersey 
rida | 
| terms on revolving credit accounts?’’—L. S. 
Somers, McCurdy and Company, Rochester, 
New York 
11:00—“Consumer Credit, Its Present and Its 
Future” 
Dr. Harry Blythe, Professor of Finance, Uni- 
yndon, Or versity of Washington, Seattle, Washington 
W omen$! :45—ELecTION oF OFFICERS 
2:00—Noon—-ANNOUNCEMENTS AND ADJOURNMENT 


“What are current trends in service charges and 


rEES 





8 :-45—AssemB_y—Granpb Ba.L.room, Hotel Fontaine- 
bleau 
CoMMUNITY SINGING 
9 :00—RECONVENE 
Action on Final Report of Committee on N.R. 
C.A. Constitution and Bylaws 
Report OF RESOLUTIONS COMMITTEE 
9:15—Panel Discussion, “Executive Session— 
Credit Granter Service” 
Chairman, Francis Auger, Credit Bureau of 
Orlando, Orlando, Florida 
Howard G. Chilton, Credit Bureau of Greater 
Fort Worth, Fort Worth, Texas 
W. L. Fluegel, Iowa Adjustment and Credit 
Bureau, Cedar Rapids, lowa 
Norman W. McGinty, Credit Service Company 
of Billings, Billings, Montana 
10:00—“What’s Right With This Country?” 
Boyd Campbell, Chairman of the Board, Missis- 
sippi School Supply Company, Jackson, Mis- 
sissippi 


10:30—-THE GEORGE A. SCOTT AWARD 


Presentation by Edward Schreiber, Schreiber & 
Miller Furniture Company, Galveston, Texas, 
winner of 1956 Scott Award 

HoNoRABLE MENTION 

Presentation by Wimberley C. Goodman 

10:45—“You Make the Difference” 

William H. Gove, Vice President, E. M. C. 

Recordings Corporation, St. Paul, Minnesota 


11:30—ANNUAL AWARDS 
Rita Barnes, London, Ontario, Canada, Presi- 
dent, Credit Women’s Breakfast Clubs of 
North America 
Introduction of Officers, Credit Women’s Break- 
fast Clubs of North America 
INTERNATIONAL ACHIEVEMENT 
AWARDS 

Harold A. Wallace, Executive Vice President, 
Associated Credit Bureaus of America, St. 
Louis, Missouri 

Introduction of Officers, Associated Credit Bu- 
reaus of America 

MEMBERSHIP AWARDS 

J. C. Gilliland, Pullman Trust and Savings 
Bank, Chicago, Illinois, Vice President, Na- 
tional Retail Credit Association, General 
Chairman Membership Committee 

Introduction of Officers, National Retail Credit 
Association 


12:15 P.M.—ANNOUNCEMENTS AND ADJOURNMENT 
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Mrs. Darleen E. 
Crocker 
First Vice 
President 
Portland, Me. 





Mrs. Mary Morgan 
Second Vice 
President 
Houston, Texas 
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RITA F. BARNES 
President 
London, Ontario, Canada 
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Saturday, June 15... 


10:00 a.m.—MEETING oF FUTURE ADVANTAGES COMMITTEE. 
2:00 p.m.—PreE-CONFERENCE Boarp MEETING. 
7:00 p.m.—Mrxer. 


Sunday, June 16... 


7:15 a.mM.—Drxtz Councit Boarp MEETING. 

9:00 a.m.—BustnEss MEETING. ELECTION oF OFFICERS. 
2:00 p.m.—C.uinic For ALL DELEGATEs. 

4:00 p.m.—MEETING or AwarDs COMMITTEES. 

5:00 p.m.—Drixtzr Councit Soctat Houwr. 

7:30 p.mM.—Dr1xtze Councit BusINEss SEsSION. 


Monday, June 17... 


7:30 p.m.—ANNUAL BreaKFast, GRAND BALLRooM, Hotel 
Fontainebleau. 

2:15 p.m.—Tue Crepir WorksuHop, Hotel Fontainebleau. 

4:00 p.mM.—PRESIDENT’S RECEPTION FOR OFFICERS AND 
CHAIRMEN. 


Tuesday, June 18... 


8:45 a.mM.—GENERAL SESSIONS, GRAND BALLROOM, Hotel 
Fontainebleau. 

12:15 p.m.—Dt1xtre Counctn LUNCHEON AND INSTALLATION. 

2:00 p.m.—Group Meetincs, Hotel Fontainebleau. 


Wednesday, June 19... 


7:30 a.mM.—CareEER CLUB BREAKFAST, Sorrento Hotel. 

8:45 a.M.—GENERAL SESSIONS, GRAND BALLROOM, Hotel 
Fontainebleau. 

2:00 p.m.—Group Meetincs, Hotel Fontainebleau. 

5:00 p.m.—Post-CoNFERENCE Boarp MEETING. 


Thursday, June 20... 


2:00 p.m.—Group Meetinos, Hotel Fontainebleau 

8:45 a.mM.—GENERAL SEssions, GRAND BALLROOM, Hotel 
Fontainebleau. 

7:00 p.M.—BANQUET, ENTERTAINMENT AND DANCE, 
Granp Batiroom, Hotel Fontainebleau. 
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Miami Beach, Satie 


june 15-20, 1957 





Mrs. Helen H. 
Spendlove 
Treasurer 

Salt Lake City, Utah 





Geneva F. 
McQuatters 
Executive Manager 
St. Louis, Mo. 
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Mrs. Dorothe Bolte 
Bulletin 
Joliet, Ill. 


Mrs. Florence Wyatt Mrs. Evelyn Blum 
Future Advantages Historian 
Richmond, Va. Champaign, Ill. 


Membership 


WE ARE GRATEFUL for the annual privilege of greeting 
our parent organization, the National Retail Credit Association. 

Our officers, chairmen and directors presented here have 
done an unusually fine job this year of guiding the course of 
the Credit Women’s Breakfast Clubs of North America in a 
forward direction. Recognizing our continuous responsibility, 
not only to our members but to their firms which have given 
such consistent support, our emphasis has been on education 
and more education. While our objectives of promoting 
friendly relations among credit women and firms and credit 
bureaus have remained unchanged, we have placed the broad- 
ening of our education program in order to benefit our mem- 
bers, their firms and credit bureaus as a priority. 


Mrs. Vera Morrison Mrs. Ediemia Boulton Mrs. Inez McGaughy 
Districts Three & 


District One 
Montreal, Canada 


District Two 
Rensselaer, N. Y. Four 


Elizabeth Bonura 
District Eight 
Beaumont, Texas 


Chattanooga, Tenn. 


District Nine 
Greeley, Colo. 


District Ten 
Butte, Mont. 


‘redit Women’s Breakfast Clubs 
O Vlort h Abin erica 


COMMITTEE CHAIRMEN 


Hattie Belknap Mrs. Una Pearson 


Ashtabula, Ohio Fort Smith, Ark 


Barbara Dunnett Mrs. Eleanor Grieme 


Ottawa, Canada 





Mrs. Matilda Brass Mrs. Helen Helms 
District Eleven 





Avadana Cochran 
Advisory 
Bremerton, Wash. 





Mrs. Mabell Bliss 
Bylaws 
Portland, Ore. 


Marjorie H. Girton 
Budget 
Des Moines, Iowa 


Nominating 


More certificates than ever before have been issued to those 
who took the course based on our current Credit Manual. 
Great interest has been evidenced in community activities 
relating to credit and supplemental club educational programs. 

We are looking forward to continued cooperation in the 
interests of greater recognition of our profession—“credit”— 
and the upgrading of our efforts in it. 


Af —Bhirne 


President 
Credit Women’s Breakfast Clubs of North America 





Cecil Horner 
District Seven 
Wichita, Kan. 


District Five District Six 


Sioux City, Iowa 


Mrs. Martha Jones Mrs. Arlouine Case Lorraine Voelker 


District Twelve District Thirteen 


Upland, Calif. Huntington, W. Va. Chicago Heights, Ill. 
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HE ANNOUNCEMENT by Vice President J. C. 

Gilliland inaugurating “The President’s Annual 
Membership Drive” April 15, 1957, through May 25, 
1957, pleases me very much. It signifies action and pro- 
vides a unified simultaneous effort for new members 
throughout our membership on a planned basis. It offers 
an incentive to all of us and encourages us to promote 
membership intensively for these weeks and to set up 
local drives, quotas, etc. I am happy and proud to be 
the first president so honored with a national member- 
ship effort. I believe this annual membership drive dedi- 
cated to the president will grow in importance and in 
effectiveness. I am certain all our local units, both 
Credit Associations and Credit Bureaus, will lend their 
earnest and enthusiastic cooperation. The campaign will 
be in its last weeks when you read this but I express my 
sincere gratitude to Mr. Gilliland and his committee and 
to you who will assist him during these weeks. 

“How big is ACBofA?” ‘That question has appeared 
frequently in the literature and publications of the As- 
sociated Credit Bureaus of America for the past year. 
It appeals to me for several reasons. It indicates a de- 
sire among the leaders and the members to learn more 
about their organization and to know the extent of their 
service and activity as well as the direction or the realms 
in which they serve. It is evidence of a deep-down and 
serious desire to check up, to see what and how much is 
being accomplished. It displays a determined and a pro- 
gressive attitude that cannot be suppressed and is indica- 
tive of the aggressiveness and helpfulness of this marvel- 
ous retail credit service organization. It reminds us of 
their big hearts and their big friendly spirit toward 
N.R.C.A. and the uncounted ways in which their mem- 
bers help and support our association. We heartily ap- 
plaud their thinking and their accomplishments. How 
big is ACBofA? Might as well ask, How big is the 
outdoors? or How big is the sunshine ? 

As the months have passed, I have been tremendously 
impressed with the thoroughness in organization and de- 
tail with which some tasks have been accomplished 
throughout our association and equally impressed with 
the lack of detail and co-ordination in others. There is 
an old saying familiar to me from the days of my youth 
to the effect, that “If it’s worth doing at all, it’s worth 
doing well.” In fact, one of the first jingles taught me 
as a small boy was, 


“If a task is once begun, 
Never leave it till it’s done; 
Be a labor great or small, 
Do it well or not at all.” 


It is still sound advice. In these remaining weeks of 
our Conference year may all of us who hold positions of 
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responsibility (from the president to the smallest com- 
mittee job) magnify our jobs, and do it right! Let us 
wind up our year in a blaze of activity and thoroughness 
that will be a credit to us and N.R.C.A. 

Word comes that Joe F. McWilliams, manager, 
Credit Bureau of Muscle Shoals, Florence, Alabama. 
has reported 82 new N.R.C.A. members and is now on 
an automatic basis, hence all his new members will be- 
come National members. Our congratulations and our 
gratitude to Mr. McWilliams for his wonderful contri- 
bution and his valuable support. 

My motto or slogan for the year—‘Appreciation of 
the Past. . . . Preparation for the Future”—was sin- 
cerely intended as a tribute of appreciation to the valiant 
men and women who have wrought so well and fought 
the battles of N.R.C.A. in past years, and to awaken or 
alert us to the need for adequate preparation for an 
abundant future. We hope these two ideas have found 
a place in the hearts and minds of our members! 

This issue of The Creprr Wortp is dedicated to 
Miami Beach, Florida, our Conference city, the gem 
of the Southeast. It is situated on the eastern shores 
of the enchanting state of Florida with its lovely climate, 
its orange blossoms, and famed Everglades. It is a 
famous resort city with the most fabulous hotels in all 
the world. It was on Easter Day in 1513 that an old 
battle-scarred soldier named Ponce de Leon landed on 
the southeastern shores of the New World, seeking the 
rumored “fountain of youth” to cure him of his ills and 
to restore his youthful vigor. Because of the profusion 
of flowers he named the new land “Florida” after the 
day on which he landed and from the Spanish words 
meaning “feast of flowers.” In 1565, St. Augustine, 
our oldest city, was established. We salute Miami Beach, 
the beautiful state of Florida; Herbert D. Jarvis, our 
Conference general chairman; and all the fine men and 
women of our fraternity in that section, and express to 
them our gratitude for their contributions to the retail 
credit structure of our nation. History says Ponce de 
Leon did not succeed in finding the ‘fountain of youth,”’ 
but our Conference Committee says you will feel 
younger, more vigorous, much wiser, and cured of many 
of your ills if you will visit Miami Beach during our 
International Consumer Credit Conference June 16-20. 
Have you made your reservations? 
away ... better do it today! 


Himbaslay 2S5ecnut 


National Retail Credit Association 


Only one month 
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Houston, Texas, Elects New Officers 


The newly elected officers and directors of the Houston 
Retail Credit Association, Houston, Texas, were installed 
recently at the Insurance Club of Houston by James W. 
Waddle, credit manager, Stowers Furniture Company, 
and past president of the Retail Credit Executives of 
Texas. 


The R. G. Sneed attendance and achievement 
award was presented, at the meeting, to John J. Tryling, 
credit manager, Suniland Furniture Company. Below 
is a picture of the new officers and directors. Front row, 
left to right, are: R. W. Berrong, second vice president, 
Continental Oil Company; W. H. Arnold, treasurer, 
Magnolia Petroleum Company; W. H. Pugh, Texas 
National Bank; Mrs. Norman Lockey, Gulf Envelope 
Company; and Harold G. Davis, Southwestern Bell 
Telephone Company. Back row, left to right, are: A. 
J. Holton, Shamrock Broadcasting Company; R. K. 
Pinger, secretary, Credit Bureau of Greater Houston; 
Fred Cimmerman, Merchants State Bank; Brian Jones, 
president, Buffalo Office Supply; Otis Linam, first vice- 
president, Medical & Dental Service Bureau; Leroy 
Andrews, assistant secretary, Credit Bureau of Greater 
Houston; and James P. Clarke, Foley’s. A director not 
shown in the picture is Clifton Bond, Houston Chronicle. 


Chattanooga, Tennessee 
At the annual meeting of the Retail Credit Men's 
Association of Chattanooga, Chattanooga, Tennessee, the 
following officers and directors were elected: President, 
Hubert A. Pless, Jr., Scott N. Brown Co.; vice presi- 
dent, Reed Turner, Sewanee Coal & Supply Co.; and 
secretary-treasurer, George W. Lundy, The Credit Bu- 








reau. Directors: R. B. Brotbeck, Miller Bros.; Rowe 
Burgner, A. Fassnacht & Sons; Walter Coppedge, 
American National Bank; Edward Cullis, Electric 
Power Board; Jack Emmert, Lovemans; Dawson Har 
ris, Hamilton National Bank; Mrs. Jo Hubbard, Sterchi 
Bros.; Leslie Hudson, Johnson Tire Co.; Thurman 
Hutson, Gilman Paint Co.; Mrs. Inez McGaughy, 
Pickett’s; Kenneth McLemore, Hajoca Corp.; Stella 
Murphy, Citizens Savings and Loan Corp.; and W. M. 
Richards, Erlanger Hospital. Sidney Marks, a past 
president of the association and a director for a number 
of years, was elected an honorary life member of the 
organization. 
Salem, Oregon 

The Salem Retail Credit Association, Salem, Oregon 
has elected the following officers and directors for 1957 
1958: President, Ernest W. Reames, Hogg Brothers; 
Vice President, Steve Stevens, General Finance Co.; 
and Secretary-Treasurer, Charles E. Schmitz, Credit 
Bureau of Salem. Directors: Ralph Alexander, Oregon 
Pulp and Paper; Jack D. Culbertson, Salem General 
Hospital; Gladys Roberts, Miller’s Department Store ; 
Wesley Wilson, Western Security Bank; Delphine 
Savage, Loder Brothers; Reva Chamberlain, Credit Pub 
lications; Betty Lappin, Bishop Clothiers; M. L. Shep 
ard, West Salem Fuel Co.; and Harold Comstock, 
C & K Lumber Co. Sixty-two people attended the ban 
quet and installation of officers. The award of merit 
plaques were presented to Russ Gunther, Capital Chevro 
let, and to Delphine Savage, Loder Brothers. The honor 
award in the form of a loving cup was presented to 
Ernest W. Reames, Hogg Brothers. 
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LEONARD BERRY 


ORE THAN one writer has pointed out that 

what we need most in this country is a rebirth of 
the almost lost art of salesmanship. Since the “seller’s” 
market of the 1940’s, brought about by the war and post- 
war shortages, salesmanship, of the kind that made Amer- 
ica great, has practically vanished from the scene. 

Salesmanship creates demand for goods . . . salesman- 
ship makes people want the new and better. There are 
signs that in this highly competitive market, salesman- 
ship might be once more coming into its own as a power- 
ful force to help maintain the velocity of this economy. 
Let us hope so—we desperately need it. 

Credit executives come into this picture too. Sales- 
manship creates demand for goods and credit helps people 
to buy those goods. There should exist a close partner- 
ship and understanding between sales and credit. They 
are, indeed, the inseparable twins of modern merchandis- 
ing. 

Where imaginative and vigorous salesmanship are 
teamed with generous and widespread credit facilities, 
the result is bound to be increased sales. With increased 
sales comes increased production. More _ production 
means greater employment. More employment means 
greater buying power. This surely is a beneficial cycle— 
one we should keep in high, forward gear. 

There is a definite responsibility on retail managers of 
credit sales to initiate and carry out broad programs of 
credit sales promotion. Right now, with National Retail 
Credit Week a recent and vivid memory in the minds of 
thousands of actual and potential credit customers, credit 
sales managers should go to work vigorously to get new 
credit customers, to reactivate inactive accounts, and to 
get all those now on the books to buy more goods. 

There are millions of families who are entitled to 
credit facilities but who have never been invited to use 
them. The vast “younger” market has barely been 
tapped. We are taking far too long to welcome new- 
comers to the community. Seldom is any strong effort 
made to sell the new credit applicant on other items 
than the ones she has already purchased. Inactivity goes 
unnoticed too long before the average store makes any 
effort to win the lost customer back. Adjustments are 
often made without a judicious appraisal of the cus- 
tomer’s over-all value to the store in terms of past and 
potential purchases. 

Credit offices are often dingy and uninviting. Credit 
personnel are not always imbued with the spirit of inter- 
ested service. Collection procedures often lack the help- 
ful YOU approach that has been proved to bring in 
money faster and keep friends. 

To repeat what has been said before in this depart- 
ment, credit nowadays is a device to develop increased 
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profitable sales. It is not merely a service for the few, it 
is the right of the vast majority of people. Also, the 
credit executive is the greatest single source of increased 
sales in any store or firm, if he will only turn his po- 
tentiality into actuality. 

Let us all direct our strongest efforts to credit sales 
promotion. That would be a great contribution toward 
making sure we continue to have a prosperous America. 


This Month’s Illustrations _-—> 


Our letter illustrations this month all come from 
Miami, Florida. As you know, the 43rd Annual Inter- 
national Consumer Credit Conference will be held at 
Miami Beach, June 16-20, 1957. 

Illustration No. 1. Here is a credit sales promotion 
piece used by Jordan Marsh Company. C.O.D. pur- 
chases represent a valuable source of new account pros- 
pects. With this splendid letter go a credit application 
blank and postage-paid, self-addressed envelope. 

Illustration No. 2. This is the front cover of a 
four-page, fold-over new account application acceptance 
sent by Richards Company. On the following pages ap- 
pears information concerning terms, billing arrangements 
and the like. A slit is provided for insertion of the new 
customer’s Charga-Plate. 

Illustration No. 3. This, too, is an acknowledg- 
ment of a new account application, used by Burdine’s. A 
similar pattern of enclosing the Charga-Plate and detail- 
ing helpful information on the inside pages is followed. 
This particular mailing piece is used for acceptance of 
new Permanent Budget Accounts. The technique of 
separating the letter of acknowledgment and the details 
of the account is a sound one. The message itself can 
be made a warm, friendly welcome and the business de- 
tails set forth elsewhere. 

Illustration No. 4. Here is an attractive folder 
used by Jordan Marsh Company to acknowledge new 
monthly charge account applications. The name of the 
firm appears on the outside and explanatory material 
and credit authorization identification media are enclosed 
with the folder. 

Illustration No. 5.  Burdine’s offer a Simplified 
Household Club Account for purchase of all home needs. 
Here we show part of an explanatory folder describing 
this type of account and giving the chart of monthly 
payments required. As the folder states, ‘““The con- 
venience of a charge account with no down payment and 
up to 24 months to pay.” Such a plan eliminates the 
often troublesome procedures involved in buying home 
needs on an instalment payment basis. 

You will agree that our illustrations represent the 
latest thinking in streamlined credit communications. 

















BOULEVARD © FRANALIN 4.72 


Dear Customer— Dear Custoner: 


it ; Thank you f / 
< Thank youl We are grateful 
f nding ov th nven 
he 3 In order shop with greater nience, we wish to suggest that of extending t 1e conve 
budget account, and we hope by 
e v s Jordan Marsh credit account merit and retain your patrona 
d ereait account. 


n « Jordan Marsh account, you'll never need wait at home again side this letter is your Charga-Plate. 
0- : handy little plate will make your shopping easier and 
nen you telephone or mail in your quicker, and should always be carried wit 
you sh 











ou needn't carry any large amount of cash when you visit the 
So that you may get full benefit of your 














redit plate is better than money—faster, safer! Permanent Sudget Account privileges, we have printed or 
rd the following pages a guide and helpful sug, tions, t 
re So many other advantages in having a Jordan Marsh account. which we invite your attention. Please see the reverse 

ca. ‘ side of this folder which will explain our manner of 

‘iling list, you receive advance notice of important billing and the date you will receive your monthly 
| statement. 
eS, news of Special store services and invitations to 

coal The chief function of the Credit Department is 


iful 


1 this beautiful new store designed with you in wind. to be of service to you. Tell errors in your 
account; let us have your sugz eriticisms and 
call upon us for any additional information concerning 
the use of your account. 








ve the pleasure of inclu 4% you among our ever-increasing 





customers” Just complete the enclosed application and mail 


at f addressed envelope, wh 





ch requires no postage. Cordially yours, 


iting to welcome you, where parking’s easy and shopping's a 











Department 





Lurz 


| nak aa J ee ge ee 


We welcome y 


ystomer. Our ho 











patronage and good w 


The enclosed leaflet tells the story of y 


ew ; explains our billing procedure 


Please use the handy credit plate that 


letter. it will make your shopping pleasant ar 


We look forward to serving you soon and 


‘ 


edit office if you desire any further 


Jt our credit service 








1) Here ls A Chart Showing Menthly 
BURDINES SIMPL! HOUSEHOLD Payment Rates 








CLUB ACCOUNT FOR HOME parment ® 
her : has 1 ey $ 20.00-$ 75.00 

Ider od omaha saad . NEEDS aa wae 
151.00- 200.00 
201.00- 250.00 
251.00- 300.00 
301.00- 350.00 
No red tope! With this simplified budget 351.00- 400.00 
eccount, you can mate budget purchases of 401.00- 450.00 
mportant home needs of eaty oF you use 451.00 - $00.00 
your regular chorge occount. adding to them ema. snes 
601.00- 700.00 


ony Ow 701.00- 800.00 

dine Credit deportment ond ast tor o Simpli- 901.00 - 00 

fled Household Club Account. Discuss with - 
901.00- 1,000.00 . 





new : rhe ead the followir full y the convenience of a charge account 
ae ; with NO DOWN PAYMENT and up 


to 24 months to pay 


ified 
eds. 
bing 
thly 


con- 


from time to time os new home needs occur 





Here's how t works Simply w 





ow Credit Representative the mosimum 

emount which your purchases should be per 

and mitted to tote! of any one time Then oF The <> tt 
ot ony time loter, make your purchases. You by $5.00 fer each $100.00 

the ‘ ever $1000 00 


lome 4 i account. No necessity to come to Credit 





will be billed monthly, just os with @ ch 





Office each time you moke o purchase 


the 





CREDIT WORLD 99 


MAY 1957 














WN 


Z 


Duluth, Minnesota 

At the annual meeting of the Associated Retail Credit 
Men of Duluth, Duluth, Minnesota, the following of- 
ficers and directors were elected: President, Eleanor 
Wilson, Anderson Furniture Co.; Vice President, Law- 
rence R. Kiss, Sears Roebuck & Co.; Secretary, J. H. 
Coad, Retail Credit Association of Duluth; and Treas- 
urer, Helen Harrison, Floan-Leveroos-Ahlen Co.  Di- 
rectors: Earl Olson, Duluth National Bank; Walter 
E. Olson, Minnesota Power & Light Co.; and C. Roger 
Emerson, Economy Supply Co. This is the first time 
in the history of the organization that a woman has been 
elected president. Miss Wilson is also a past president 
of District 6, N.R.C.A., and of the Credit Women’s 
Breakfast Clubs of North America. 


Another Presidency for Kaa F. Blue 

Kaa F. Blue, immediate past president of the National 
Retail Credit Association, has been elected to another 
presidency; on February 26, 1957, he became president 
of the New Orleans Retailers Association, New Orleans, 
Louisiana. He has a background which would be most 
dificult to surpass. Mr. Blue was formerly president of 
The Retail Credit Association of New Orleans; New 
Orleans Consumer Finance Exchange; New Orleans 
Rotary Club; New Orleans Toastmasters Club; and 
District Four of the National Retail Credit Association. 
He has been head of the Foundation Plan in New 
Orleans for almost 30 years. 


Grace Wilton Presented Lifetime Certificate 


At a recent meeting of the Credit Bureau of Salt Lake 
City, Salt Lake City, Utah, Grace Wilton was presented 
with a certificate denoting an Honorary Lifetime Mem- 
bership in the National Retail Credit Association. She 
retired after having served as credit manager of the 
Paris Company in Salt Lake City for over 55 years. 
Since 1922 she has been a member and a loyal supporter 
of the National Retail Credit Association and the Credit 
Bureau of Salt Lake City. Shown below, on the right, 
is William S. Asper, manager, Credit Bureau of Salt 
Lake City, presenting the certificate to Miss Wilton. 
On the left is Larry James, collection manager of the 
Credit Bureau. 
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Coming District Meetings 
District Three (Florida, Georgia, North Carolina, 
and South Carolina) and District Four (Alabama, 
Louisiana, Mississippi, and Tennessee) will hold their 
annual meeting in conjunction with the 43rd Annual 
International Consumer Credit Conference, Fontaine- 
bleau Hotel, Miami Beach, Florida, June 16, 17, 18, 
19, and 20, 1957. 

District Eight (Texas) will hold its annual meeting 
at the Texas Hotel, Fort Worth, Texas, May 18, 19, 
20, and 21, 1957. 

District Nine (Colorado, New Mexico, Utah, and 
Wyoming) will hold its annual meeting in Carlsbad, 
New Mexico, May 18, 19, and 20, 1957. 

District Ten (Alaska, Idaho, Montana, Oregon, 
Washington, Provinces of Alberta, British Columbia, 
and Saskatchewan, Canada) will hold its annual meet- 
ing at the Davenport Hotel, Spokane, Washington, May 
18, 19, 20, and 21, 1957. 





Bristol, Virginia-Tennessee 

The 1957-1958 officers and directors of the Credit 
Granters Association, Bristol, Virginia-Tennessee, are: 
President, Homer Weaver, Hayes-Reynolds Furniture 
Co.; Vice President, Wade Brooks, Foremost Dairies; 
Secretary, Mrs. Mary Chapman, Free Service ‘Tire 
Stores; and Treasurer, H. C. Perry, Community Finance 
& Thrift Corp. Directors: Ed Glover, Firestone 
Stores; Mrs. David Weinstein, The Jewel Box; Dick 
Richards, Inter-Mountain Telephone Co.; Mrs. Glenna 
Moore, Dr. B. C. Grigsby; and Fred P. Entler, Home 
Furniture Co. 


Welsh & Levy Observes 50th Anniversary 

Fifty years ago Jacques Welsh and Emanuel Levy 
started the Welsh & Levy Clothing Company, men’s 
and boys’ outfitters, Baton Rouge, Louisiana. When 
they started the firm in 1907, they had operated a gen- 
eral store in Port Allen, Louisiana, since 1895. Through 
the years the store has expanded constantly and today 
the store holds its position of respect in the business com- 
munity because it has operated with integrity and along 
sound business lines for its 50 years. In 1946, Evans 
Roberts, long-time credit manager of the store, was asked 
He still 


maintains his interest in credit work, however, and is 


to take over the position of general manager. 


active in local and district associations. He is a member 
of the Quarter Century Club of the National Retail 
Credit Association and an honorary member of the Past 
Presidents Club of the New Orleans Retail Credit As- 
sociation. 





e,e y 

Position Wanted— 
Young credit executive, college graduate, seven years’ 

experience in retail credit and collection field, including 

two years’ experience in credit bureau work and two 

years’ experience in multi-store operation. Will relocate. 

Prefer Midwest. Box 4571, The Crepir Wor-p. 
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Tour to Havana 


We hope that by now many of our members have de- 
cided to take our special post-conference tour to Havana, 
Cuba. Arrangements have been made with Wylly’s 
Tours, Inc., Miami Beach, and the Sevilla-Biltmore 
Hotel, Havana, for a tour of that city, leaving Miami by 
plane on the early afternoon of Friday, June 21. Return 
trip will be by plane Monday afternoon, June 2+. 

The price of the tour is $97.00 per person, double oc- 
cupancy, and $103.00 per person for single occupancy. A 
Cuban landing tax of $2.50 must be paid by each individ- 
ual on arrival at the Havana airport. Gratuities are not 
included, with the exception of handling the luggage at 
the Miami and Havana airports and at the hotel in 
Havana. 

Plane and hotel accommodations have been reserved in 
group form. Applications must be mailed to Wylly’s 
Tours not later than May 25, 1957. Send reservations, 
with deposit of $10.00 per person, to A. Harold Binder, 
Wylly’s Tours, Inc., 2921 Collins Avenue, Miami Beach 
40, Florida. 


Howard J. Lloyd Retires 


Howard J. Lloyd retired recently after spending his 
entire business career as a credit executive in the auto- 
mobile industry. He started in 1914 with the Willys- 
Overland Company, Toledo, Ohio. In 1928 he joined 
the Chrysler Corporation in New York and was divi- 
sional treasurer when he retired, at which time the com- 
pany gave him a dinner at the Park Sheraton Hotel, 
New York. He was presented with a solid gold watch 
and a television set by his friends at the Company. He 
has been a member of the National Retail Credit Asso- 
ciation for many years and is now an _ honorary life 
member. 


District Ten Plans Annual Conference 
About 600 delegates and guests from Oregon, Wash- 
ington, Idaho, Montana, Alaska, the Provinces of Al- 
berta, British Columbia, and Saskatchewan, Canada, are 
expected at the annual conference of District Ten to be 
held in Spokane, Washington, May 17-21, 1957. The 
National Retail Credit Association will be represented by 
General Manager-Treasurer, L. S. Crowder. 
below are some of the chairmen making plans for the 
conference. Left to right are: W. E. Phillips, presi- 
dent, Spokane Retail Credit Association; Lester M. 
Peuck, general conference chairman; Mrs. Ruby M. 
MclIntee, president, Spokane Credit Women’s Breakfast 
Club; Glenn Pitcher, executive secretary, Northwest 
Credit Council, Portland, Oregon; and Mrs. Gertrude 

B. Hanks, credit women’s conference chairman. 


Shown 


New Books 
Published by Federal Reserve Board 


Five of six books presenting a study of consumer in- 
stalment credit, undertaken by the Federal Reserve 
Board at the request of the chairman of the Council of 
Economic Advisers by direction of the President, are now 
ready for distribution. The sixth book will not be avail- 
able for several weeks. The books are on sale by the 
Superintendent of Documents, Washington 25, D. C., 
at the prices given below: 

Consumer Instalment Credit: 

Part I, Growth and Import, Volume 1, 388 pages, 
$1.25. 

Part I, Growth and Import, Volume 2, 288 pages, 
$1.00. 


Part II, Conference on Regulation, Volume 1, 553 
pages, $1.75. 

Part II, Conference on Regulation, Volume 2, 161 
pages, 60 cents. 

Part II], Views on Regulation, 230 pages, $1.00. 

Part IV, Financing New Car Purchases (price un- 
determined ). 


Howard F. Conrad Resigns 


Howard F. Conrad has resigned as president of 
Walker’s, Long Beach, California, after 40 years of serv- 
ice with the company. He is president of the Long 
Beach Credit Association and his report on the confer- 
ence of District 11 appeared in the April, 1957, Crepri 
Wor.p. He plans to continue his association with the 
store on a part-time basis as a consultant on various 
operations. He began his career at the old Walker 
store, known as Ferris, Steele, Muse & Walker, Los 
Angeles, in the early 1900's and was made a principal 
stockholder in 1924. 

He has been succeeded by Joseph F. Bishop, for many 
years controller; he was formerly credit manager, before 
becoming vice president and controller of the store. 
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Credit Granters’ Association of Canada 
Minutes of Annual Meeting, February 26, 1957 


THE MEETING was called to order by President Hulme, 
who reported his activities on behalf of the Association dur- 
ing the past year, particularly the audience obtained for him 
and the Secretary with the Governor of the Bank of Canada 
and his committee. Mr. Hulme referred to the development of 
the Canadian Credit Institute Educational Course, co-spon- 
sored by this Association. The enrollment each year is in- 
creasing and a representative number of credit granters in 
the consumer field are now taking advantage of the facility. 

Mr. Hulme introduced Norman Morphy, president of the 
Ottawa Unit, who discussed the subject “Credit vs. Inflation.” 
Mr. Morphy called for economically sound practices to be 
followed in the extension of credit to consumers, with the 
availability of extended payment arrangements to be a con- 
tributing factor, rather than the major element, in making a 
sale. It was pointed out by the speaker that regulation within 
the profession was preferable to control by government. 

Mr. Hulme introduced Isabel Atkinson, president of the 
Canadian Association of Consumers. Miss Atkinson outlined 
the development and growth of this important organization of 
Canadian women, and clearly defined the object of their activi- 
ties and many of the important results attained. She told the 
delegates of the results of a recent survey and study by a 
committee within their Association, relative to the use and 
effects of consumer credit facilities. It was interesting to note 
that the researchers had finalized the study with the conclusion 
that consumer credit is a major contributing factor to the 
present high standard of living enjoyed by Canadians, and 
that at present levels there seemed to be no cause for serious 
concern. ‘The recommendations made by the researchers, to 
improve conditions with the small percentage of consumers 
who are unable to use properly the facilities made available 
to them, coincided almost identically with the aims of this Asso- 
ciation toward the education of consumers to Buy Wisely and 
Pay Promptly. 

Mr. Hulme introduced Jack Haigh, representative of the 
Canadian Credit Institute, who provided sound reasons for 
continued activity along education lines for each member of the 
credit granting profession. Mr. Haigh’s thought-provoking 
presentation of ways and means of investing our time profit- 
ably and productively was much appreciated. 

The Secretary reported on his contacts with the Bank of 
Canada, since the appointment referred to by the President. 
Mr. Bullied expressed the opinion that in the best interest of 
all members of the profession—both as individual credit 
granters, credit granter units, and a National Association— 
we should make every effort to keep the record straight regard- 
ing the volume of criticism recently experienced in our in- 
dustry. On the basis of figures now available, Canadians are 
indebted—per capita—for approximately $150.00. However, 
balances on deposit with the savings departments of chartered 
banks alone amount to $375.00 per capita. This makes no 
allowance, of course, for assets held in the way of cash sur- 
render values on life insurance, investment equity in homes, 
etc. During the past few months, savings account totals have 
shown a marked increase, much greater than the rise in con- 
sumer debt. 


On the basis of per-capita figures again, approximately 15 


per cent of the $150.00 each Canadian owes is for charge ac- 
counts. This form of convenience credit is not, of course, con- 
sidered inflationary. Another 15 per cent is outstanding for 
instalments. Approximately one-third of the total is involved 
with sales finance contracts for automobiles and major hard- 
goods purchases. Particularly in the automobile category, the 
balances may be considered to be adequately covered by the 
purchaser’s equity in the vehicle through down payment and 
subsequent payments, which assures a safe form of collateral. 
Personal loans, by an estimated 15 per cent of the population, 
account for more than one-third of the $150.00. This fact has 
been brought to the attention of the officials of the Bank of 
Canada. Such loans seldom are negotiated to initiate pur- 
chases of consumer goods, but rather as a form of assistance to 
family budgeting. Mr. Coyne has been made aware of the 
view that personal loan figures are not properly a part of con- 
sumer credit purchasing totals. When people reach the stage 
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of using this form of budgeting assistance, they have little of 
account in the way of assets. This is the sector where our 
thoughts should be focused and about which every serious- 
minded granter of consumer credit should be most concerned. 

The next stage—pooling of outstanding debts through the 
Credit Bureau for pro-rata liquidation—provides a yardstick, 
the only yardstick as to what involves “overloading.” When 
a family reaches the stage of pooling accounts, it invariably re- 
flects involvement in debt payments exceeding 20 per cent of 
disposable income. With the present ratio of consumer credit 
outstanding ranging from 10.9 to 12.3 per cent (depending on 
whether Bank of Canada or Dominion Bureau of. Statistics 
figures are used) of disposable income, we are not certainly 
at the point of major concern. This is particularly true when 
more than one-third of this ratio is involved with the 15 per 
cent of the population using the facilities of small-loan com- 
panies to handle family money matters. 

When considering comparative figures, those who have been 
trying to prove consumer credit the cause of the trouble are 
much too prone to show the increased total only—disregarding 
the decided increase in population and particularly the phe- 
nomenal rise in personal (and family) income and much 
greater concentration in savings efforts of Canadians. If the 
ledger for each Canadian family were balanced at the end of 
this month, said the Secretary, the equity in home, automobiles, 
personal possessions, cash surrender value of life insurance, 
savings in banks, and investment in bonds and securities would 
make the per-capita consumer credit figure of $150.00 look 
infinitesimal by comparison. 

Consumer credit use is the motivating factor in our present- 
day economy and should be defended by everyone in this pro 
fession against claims by those who are trying to blame it 
for the effects on the economy of a surge of foreign capital into 
the country, coupled with other inflationary factors not in any 
way related to the high level of prosperity created and ex- 
pected by sound use of consumer credit facilities. The Secre- 
tary was commended by the Chair for drawing to the atten- 
tion of the delegates the pertinent statements in his report. 

Following the recommendation of the Registrar of the Ca- 
nadian Credit Institute, it was duly moved, seconded, and car- 
ried that the Bursary voted at the last annual meeting be ap- 
plied: 


For Highest combined Credits and Collections, Second-\ ear 
Course 
Tuition fees for Third-Year Course $75.00 
Highest Marks in Credits, Second-Year Course 
Partial payment of tuition fees for Third-Year Course 
$25.00 


The President drew to the attention of the delegates the ap- 
proach of Consumer Credit Education Week, April 28 to May 
4, and recommended that, immediately on return to their Units, 
activities to promote this educational period be implemented 

It was announced that a meeting of Canadian delegates 
would be scheduled at the International Consumer Credit Con- 
ference to be held in Miami, Fla., June 24-27. 

A resolution presented by the Vancouver Unit was read by 
its delegate, Mr. A. Gillespie: “We feel that businessmen in 
Canada are co-operating, and should continue to co-operate, 
with the authorities under the present conditions, and we there- 
fore are opposed to any further credit restrictions at the con- 
sumer level.” The concept of the resolution was endorsed by 
the delegates. 

Mr. Hulme requested that W. J. Thomson present resolutions 
from the Board of Directors. 


The Credit Granters’ Association of Canada at their an- 
nual Meeting held in Niagara Falls, Ontario, on February 
24, 1957, after due discussion and consideration have re- 
solved that: 

Whereas the Association, whose aims and purposes are to 
promote and maintain sound credit granting principles, 
for the benefit of all those actively engaged in extending 
credit, on the consumer level, in Canada, whether or not 
they actively participate in a credit granter association; 
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And whereas the Association is actively supporting and 
promoting the use of credit bureau services and facilities 
in Canada, for this purpose; 

And whereas it is desirable that the Association be pro- 
vided with sufficient funds for the development and fulfill- 
ment of these aims and objects: 

Be it resolved, therefore, that all members of the Asso- 
ciated Credit Bureaus of Canada (whether or not they 
are already members of a local credit granter association) 
shall be accepted as members of the Credit Granters’ As- 
sociation of Canada and shall be required to contribute to 
the support and maintenance of the said Association in 
the amount of $2.00 per member, per annum (excluding 
Associate Members if necessary). 

And be it further resolved that the local credit bureau be 
empowered to act as a medium in the collection of the 
aforesaid $2.00 fee from the individual member concerned 
and in the submitting of these fees to the Credit Granters’ 
Association of Canada. 


The resolution was adopted on motion duly made, seconded, 
and carried. 

Mr. Hulme called on W. J. Tate, and presented to him, on 
behalf of the members of the Association, a plaque recognizing 
his year as President of the Association. The delegates were 
informed that the past presidents not at the meeting would be 
so honoured and the presentations made through the auspices 
of the units where they now reside. The Secretary drew at- 
tention to the fact that similar plaques are now available for 
the use of units in recognizing their retiring presidents. 

The Chair called for the report of the Nominating Com- 
mittee, who recommended the following to hold directorships 
for the coming year: 


Messrs. W. J. Thomson, N. F. Belleperche, W. H. Martin, 
E, Fraser, J. Patterson, J. W. Wilson, R. O. Oxner, N. A. 
Morphy, A. Gillespie, with one to be named from New- 
foundland. 


Ihe President called for nominations from the floor; being 
none, the nominees were declared elected. 

W. J. Thomson was selected by the Directors to serve as 
President, N. F. Belleperche as First Vice President, and W. 
H. Martin, Second Vice President. H. L. Hulme advances to 
Immediate Past President, Thomas Downie is Honourary Sec- 
retary-Treasurer, and Arthur Bullied, Secretary-Treasurer. 
Directors-at-large are Rita Barnes, L. S. Crowder, and K. G. 
Montgomery. N. K. Gateson was re-elected President of As- 
sociated Credit Bureaus of Canada to be the inter-association 
representative. 

Mr. Hulme called on Mr. Thomson at this time and turned 
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over to him the Association gavel, representative of the ofhce, 
calling on all directors, othcers, and members to support Mr. 
Thomson effectively throughout his term. Mr. Thomson ex- 
pressed his feeling that to be elected to the Presidency of the 
Association was a great honour to him, and a privilege. How- 
ever, he realized that he followed in the footsteps of many 
illustrious associates who have held the high office before him, 
and he could not help but feel humble indeed. Mr. Thomson 
remarked that the Association had been singularly fortunate 
in being able to attract men of stature, dedicated men who 
were willing and able to work for the high ideals and prin- 
ciples that should be part of our professional activities. The 
retiring president was one of these, and Mr. Thomson regis- 
tered the high esteem with which Les Hulme is held by all 
who know him and have had the pleasure of working with 
him. To follow in the footsteps of Mr. Hulme, and to main- 
tain the high standards that have been set, is a very difficult 
assignment and without the support of the directors and ofhcers 
the job would be impossible. Mr. Thomson sincerely solicited 
the understanding and cooperation of all in making it possible 
for him to serve effectively through the coming year. 

Mr. Thomson presented to Mr. Hulme the plaque recogniz- 
ing his four terms as president, with the good wishes and good 
will of all members of the Association, and voicing the hope 
that as Past President he will not fade into obscurity and re- 
tirement but rather that all may continue to benefit from his 
wisdom and enthusiasm. 

On motion duly made, seconded, and carried, approval was 
given to pay the account of J. E. Howes, C.A. for the 1956 
audit, and after explanation by the Treasurer, his services 
were continued for the year 1957 at a fee of $50.00. 

The Chair invited discussion relative to the whereabouts of 
the next Annual Meeting. It was announced that the Associ- 
ated Credit Bureaus of Canada had accepted an invitation 
from Quebec City to meet February 14-18, 1958. Mr. Gillespie 
communicated the recommendation from the Board of Directors 
that the Annual Meeting be rotated from district to district 
to give all members an opportunity to attend a nearby meet- 
ing every few years. It was tentatively recommended that the 
next Annual Meeting be held at Quebec City, in conjunction 
with the ACBofC meeting, but on the suggestion of Mr. Gate- 
son, president of Associated Credit Bureaus of Canada, it was 
agreed that a total of three days be taken for the activities of 
each group, and that no joint sessions be held until the third 
day. 

On motion duly made, seconded, and carried, the delegates 
expressed thanks to the Conference Chairman, H. E. Wickham, 
and his Committee for the efforts expended to make the Con- 
ference a success and beneficial to all who attended. kkk 
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Debt Pooling Versus Debt Collecting—A 
Vital Difference—The distinction pointed out in 
Home Budget Service v. Boston Bar Association, 139 
N.E. 2nd, 387 (Jan. 7, 1957), assumes increased im- 
portance to the collection business in view of recent 
statutory enactments in a number of states on the sub- 
ject of debt pooling or debt adjusting. In the Home 
Budget case the court said: “Debt pooling as set forth 
in the agreed facts differs from mere bill collecting by a 
lay agent named by a creditor to present a claim to a 
debtor and to receive payment.”’ Debt pooling, according 
to the Supreme Court of Massachusetts, is the practice 
of law. See Crepir Wortp, March, 1957, page 24. 


Loan Companies Held Joint Tort Feasors in 
Collection Situation—Industrial Finance Service Co., 
et al., Appellants, v. Allen V. Riley, et ux, 295 S.W. 
2nd, 498 (Court of Civil Appeals of Texas; Oct. 5, 
1956) presents an unusual situation where 15 loan com- 
panies and their principal owners were involved in a 
series of loan transactions with plaintiffs Allen V. Riley 
and his wife, Mayme R. Riley. It was alleged that the 
loan companies, defendants below, “in both seperate and 
concerted actions . . . hounded appellees by harsh and 
wrongful collection efforts . . . committed intentionally, 
wilfully and maliciously.” The prayer was for double 
recovery for usury and for actual and exemplary damages 
for personal injury. There had been a severance of cer- 
tain of the defendants at the trial below providing for a 
separate trial as to each of four groups. <A jury verdict 
of $5,494.14 was returned against Industrial Finance 
Service Co., and three individuals, who appealed. Ap- 
pellees also interposed a cross-appeal. A feature of par- 
ticular interest in this case is the fact that all of the 
defendants were held to be jointly and severally liable 
for all of the plaintiffs’ damages, including exemplary 
damages. The facts as to defendants’ collection efforts 
were summarized by the court as follows: “Upon failure 
of appellees to keep up their payments, appellants began 
a bombardment of collection letters, telegrams, and tele- 
phone calls, in daytime and night-time, at appellees’ home 
and places of employment. In addition the company’s 
collectors called in person at appellees’ home and places 
of business. There is testimony that the methods em- 
ployed by appellants were ‘nasty, harsh and loud,’ and 
sometimes contained implied threats. The evidence in 
our opinion amply supports the jury finding that appel- 
lants’ collection efforts were unreasonable and were made 
with malice and with reckless disregard of appellees’ 
health and welfare.” The court commented further: 
“There is ample evidence to show that these harsh, un- 
reasonable and malicious collection efforts caused both 
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appellees physical injury as well as mental and emotional 
pain and suffering.” The court then turned to the prob- 
lem of severance, saying, “A further fact is obvious under 
the evidence: It is impossible to ascertain the amount of 
damages caused by any one loan company seperately from 
the entire damage caused by all the loan companies con- 
sidered together as joint tort-feasors. In truth all parties 
are in agreement that the damages are indivisible and 
cannot be specifically apportioned among the wrong-doers. 
Appellants base some of their points on appeal on such 
fact and appellees concede the fact. The case was tried 
and the appeal is founded on the theory that the entire 
indivisible damages were caused by joint tort-feasors.”’ 
In support of its conclusion that the loan companies 
should be tried as joint tort-feasors, the court quoted the 
following from plaintiffs’ testimony at the trial: 


“Q. And would it be possible at all for you to pin- 
point against any one of those defendants and say that he 
caused you all of your suffering? A. I haven't alleged 
that one defendant caused all of the suffering herein. 

“Q. That’s what I am talking about. So it would be 
impossible for you to do that, wouldn't it? A. They 
did their proportionate part.” 


For the reasons indicated the court remanded the case 
for a new trial. Future history of this case will be noted 
and reported should further appeals and/or written 
opinions arise out of the new trial ordered by the court. 


Small Loan Company Engaged in Commerce 
—In Mitchell v. Aetna Finance Co., 144 F. Supp. 528, 
a recent case under the Fair Labor Standards Act, the 
question was as to whether a small loan company was 
engaged in “commerce.” ‘The evidence showed that 
slightly less than 5 per cent of the company’s customers 
lived outside the state and that advertising matter was 
regularly mailed across state lines and that representatives 
of the company regularly traveled across state lines. The 
U. S. District Court for the District of Rhode Island 
decided that this was “commerce” among the states. 


Big Budget Road to Bust—According to an April 
14th United Press dispatch, Henry H. Heimann, execu- 
tive vice president of the National Association of Credit 
Men, reported in the monthly business review of the 
Association that heavy government expenditures and a 
heavy tax load “constitute the major item in our infla- 
tionary trend.” He advised that the government must 
cut spending materially or face continued inflation and 
a possible bust “that could rival any of the previous 
serious depressions we have experienced.” kik 
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Dairy and Baking 


QUESTION 


I have been told that it is sound procedure to 
check every new credit account through the 
credit bureau, even if it is likely to be only a 
small account. Do the members of the panel 
recommend this? 


ANSWERS 


Wilson C. Fox, Secretary-Treasurer, The Bab- 
cock Dairy Company, Toledo, Ohio: |t would be 
sound procedure, but | would not recommend it. The 
purchases of a retail dairy customer are small in com- 
parison to the purchases that might be made by the same 
customer from a retail department store or similar place 
of business. The deliveries (from a retail dairy) are 
made either every day or every other day and if arrange- 
ments have been made to pay every week or every other 
week, we know about what to expect by the time we 
Time is an element. The 
salesmen do not have time to obtain or write any credit 


would receive a credit report. 


information or references that the customer might give. 
We do obtain credit reports on a few monthly retail ac- 
counts that are carried in the office, and also on all whole- 
sale accounts that want to pay by the month. ‘To obtain 
a credit report on every new customer would involve too 
much expense, especially considering our own employees’ 
time. 


Our loss on “dead” accounts last vear was one- 


tenth of one per cent of sales. 

Harry W. McMillan, The Borden Company, 
Detroit, Michigan: \|t may be considered sound pro- 
cedure to check every new credit account, but in the re- 
tail division of the dairy industry | 
lieve the cost would reflect considerably 


am inclined to be- 
the end 
1 think 
this decision is one for each individual credit sales man- 
ager to determine and act accordingly. 

W. E. Menzenwerth, Credit Manager, St. 
Louis Dairy Company, St. Louis, Missouri: No— 
profit margin in a retail milk account is indeed small, in 
some accounts almost extinct. 


with 
result, that is, profit or loss in relation to sales. 


The cost of a credit re- 
port in relationship to the amount of purchases by our 
new customer is the guide we use in deciding upon a 
credit report. Delinquent accounts are cleared through 
the credit bureau. 

V. W. Phillips, Golden State Company, 
Limited, San Jose, California: Many retail milk 
accounts run less than ten dollars, in fact many run less 
than five dollars per month. I do not feel it pays to buy 
a report on these small accounts. I prefer to check em- 
ployment and then rate the small accounts as to terms 
based on the type of employment and the area in which 
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they live. If this procedure is followed on the small ac- 
counts and you check the larger ones through the credit 
bureau your credit losses can be kept in line, providing 
your collection follow-up is good. 


W. A. Schenk, Ideal Pure Milk Company, 
Inc., Evansville, Indiana: | would not recommend 
checking every new credit account through the credit bu 
reau. When the accounts are small and when the cus- 
tomers agree to pay weekly or semi-monthly, it is not 
necessary. There is quite a turnover in retail dairy ac 
counts and while it would be wonderful information to 
have, checking every account through the credit bureau 
would require too much time and work. ©f course, if 
there is a doubt about some of these accounts, or if they 
later become slow pay, then we do check with the credit 
bureau, as we do on our larger accounts. 


Dale L. Silverthorn, Molers Belmont Dairy, 
Dayton, Ohio: It would not be feasible to check every 
new account through the credit bureau. The cost would 
be too great. If a retail customer cannot pay for one 
week’s service, he certainly cannot pay a 
weeks’ bill. The routeman: should not extend credit 
beyond the first week or two without first checking with 
the office. We believe that monthly accounts, retail or 
wholesale, should be checked through the credit bureau, 
especially if they are large or doubtful. 
the account should be 


two or three 


The location of 
a determining factor. 

Harry N. Taylor, Credit Manager, Beatrice 
Foods Co., Tulsa, Oklahoma: | do not think it is 
a sound procedure, although I wish it were. I would 
suggest that the party asking this question do some figur- 
ing as to the cost involved if all 
checked. In the retail dairy business vou have a cus 
tomer turnover each four years; therefore the cost in 
volved would 


new accounts were 


not be justified as compared to the loss 


each vear. 


Furniture, Musical Instru- 
ments,ElectricalAppliances 


QUESTION 


Where a customer has both a monthly charge 
account and an instalment contract and the 
monthly charge account is past due, is it good 
procedure to apply payments on the latter even 
though they were specifically designated to be 
applied on the contract? 


ANSWERS 


John A. Broom, Jr., Cate-McLaurin Company, 
Columbia, South Carolina: By all that is right, you 
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should not apply the payment to the past-due open ac- 
count. We have done it and I am sure many others have 
done likewise, but this does not make it good business. 
We have made it a practice during the past several years 
not to make both open and instalment charges to the same 
customer. ‘This has precluded such problems as posed in 
the question. This type of charge can be collected, gen- 
erally, with the next payment due on the instalment ac- 
count. We must always be cautious in handling the 
other man’s money. 


Alexander Harding, Credit Manager, Pray’s, 
Boston, Massachusetts: This becomes a matter of 
principle and in my opinion the customer is entitled to 
have the payment applied to the account she specifies. To 
me it is just as though the customer had brought in her 
budget payment book with the cash and presented it for 
payment and had her book receipted. If such were the 
case you then certainly could not apply the payment to 
her charge account. It could be that should the matter 
reach the courts in the later collection stages the court 
would find for your customer on the grounds that you 
had not acted in good faith. True, you may feel that 
you have a stronger hold on the customer through the 
conditional sales or budget contract, but it is well to re- 
member the old maxim which many judges seem to lean 
upon quite heavily: “He who comes into court must 
come in with clean hands.” It would appear you must 
have felt that the account was collectible when it was 
put on the books, otherwise you would not have approved 
credit. Furthermore, your customer is sending a pay- 
ment to you, which is at least an indication of some good 
faith on her part. 

M. H. Myers, General Credit Manager, Barker 
Brothers, Los Angeles, California: Under the cir- 
mentioned—that is, where the customer 
definitely designates the account to which the cash is to 
be applied—not only is it our policy to apply it according 
to those instructions, but we also feel doubtful that it 
would be legal to apply it in any other manner than that 
specified by the customer. On the other hand, if the 
customer merely sends us a check with no specification 
as to its application and we find that the monthly charge 
account is delinquent, we apply any part of the remittance 
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Retail Credit Fundamentals, 390 pages . . . . . =~. - $5.00 
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that is necessary to bring that account to date before any 
credit is made on the instalment contract. 

Earl E. Paddon, Manager Credit Sales, Lam- 
mert’s, St. Louis, Missouri: The question asked of 
the panel is thought-provoking. In some states I know 
it is not legal to apply payments specified for one account 
to another account on the books for this same party, and 
irrespective of this fact I question the wisdom of applying 
such remittances to the 30-day charge account when the 
payment was intended for the installment account. Our 
policy where handling two accounts for the same party 
(which we do constantly today) is to suggest the transfer 
of the 30-day charge account to the budget account, 
should the customer find it difficult to handle the 30-day 
account on our 30-day terms. This method of handling 
seems to build more good will and certainly does not 
precipitate an argument with the customer. 


Eldon L. Taylor, Vice President, National Re- 
tail Credit Association, Glen Brothers Music 
Company, Ogden, Utah: | have never felt that it 
was a good thing to arbitrarily apply payments sent in by 
customers, if they specifically state that they wish it to be 
applied on the contract, on any other type of account. 
It is true that this might be the best way to bring the 
past-due on a monthly charge account down as far as the 
store is concerned, but it seems to cause considerable 
mix-up in the account and often bad feelings on the part 
of the customer. Unless I can talk the matter over with 
the customer personally and persuade him to apply the 
amount on his past-due charge account, | apply it on the 
account that he has specified and write a letter to him 
reminding him of the condition of his past-due charge 
account and requesting that he bring it up to date. 

J. E. Zimmerman, Kirschman’s, New Orleans, 
Louisiana: Where a customer has both a monthly 
charge account and an installment contract and the 
monthly charge account is past due, it is not good pro- 
cedure to apply payments on the charge account when 
the customer specifically states the payment to be applied 
to the contract account. Assuming that several notices 
of delinquency have been released on the charge account, 
a telephone call should be made to discuss the delinquent 
charge account and arrange for collection thereof. 
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43rd Annual 
International Consumer Credit Conference 


ip eape of the Associated Credit Bureaus of America, the Credit Women’s Breakfast 
Clubs of North America and the National Retail Credit Association are invited to 
attend what will be one of our outstanding conferences. 


The business program is published elsewhere in this issue of The Creprr Worip. The 
messages of the speakers at the general sessions each morning will prove highly interesting and 
enlightening. The group meetings on Tuesday, Wednesday and Thursday afternoons will 


give you an opportunity to discuss problems pertaining to your particular line of business. 


The exhibits of modern office equipment are presented to you as an outstanding educa- 
tional feature of the Conference. These exhibits, installed by America’s leaders in their 
respective fields, have been brought to you at considerable expense on the part of the exhibi- 
tors. You are urged to visit the exhibits and to discuss your problems with the representa- 
tives present, who are specialists in their lines. 

The annual breakfast of the Credit Women’s Breakfast Clubs of North America is sched- 
uled for 7:30 Monday morning at the Hotel Fontainebleau. This will be complimentary for 
registered delegates and guests. 

For the wives and guests of delegates there will be a breakfast and style show at Burdine’s, 
Miami Beach, on Wednesday morning. On Thursday morning there will be a boat trip on 
Indian Creek and Bay Biscayne. 

The Mixer on Monday evening in the Pavillon Room of the Fontainebleau Hotel is pat- 
terned after the one in St. Louis last year, which proved most enjoyable. On Tuesday eve- 
ning delegates and guests will enjoy a water show, staged in the famous Fontainebleau Pool. 
The grand finale will be the banquet on Thursday evening at the Fontainebleau. You are 


assured of delightful entertainment, which will be followed by dancing until midnight. 


Make your plans now to meet your friends at Miami Beach in June. It 


will prove an excellent investment. 


General Manager-Treasurer 























